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Rough Proofs 


Mrs. Helen W. Belcher has been 
njoying visions of the perfect 
‘hristmas shopper’s spree—$l,- 
100,000 to spend, with somebody 
ise putting up the dough. 


Jimmy Petrillo put the record 
ompanies back in business with 

he characteristically modest re- 
mark, “Every great American has 
the right to change his mind.” 


Ad managers who see their in- 
-reased 1949 budgets getting man- 
agement okays are now convinced 
hat business has practically re- 
overed from the Delirium Tru- 
mans. 


“ARI finds video greatly alters 
leisure habits,” says the headline. 

The change is about as great, say, 
us when there’s a new baby in the 
house. 


There’s good news tonight—Mu- 
ual has signed a 5-year contract 
for the exclusive radio and tele- 
vision services of Gabriel Heatter. 


A food manufacturer is looking 
for a sales executive who has 
“courage, personality and drive, 
with a saving sense of humor.” 

Without it, he’d drive himself 
nuts. 


The children’s edition of St. 
Joseph aspirin, colored and fla- 
vored with orange, is expected to 
receive at least a bow from the 
California Fruit Growers’ Ex- 
*hange. 


i | 
“Study indicates that 99% of 
smokers carry matches,” reports 
the world’s greatest advertising 
journal. 

Then how come they’re always 
out of ’em? 


Lloyd Partain says farm in- 
come for 1948 will reach $41.2 bil- 
lion, the highest on record. 

The country gentleman really is. 


Before you laugh at the idea 
of the 1906 correspondence school 
promising jobs at $1,200 a year and 
up, compare the value of the dollar 
then and now—with no income tax. 


Sooner or later Gillette, which is 
sponsoring four bowl contests New 
Year’s Day, can be counted on to 
some up with a Shaving Bowl 
game. 


The congressional committee 
which called an Armour executive 
to discuss excessively high profits 
was distressed to learn the com- 
pany had lost $2,000,000 in its 1948 
fiscal year. 


If you didn’t get what you 
wanted for Christmas, you may be 
able to pick it up at a greatly 
reduced price at a January sale. 

Copy Cus. 


Tax Unit Nixes 


Calvert ‘Clear 
Head Ad Theme 


Calvert's Slogan Is 
Second Casualty of Tax 
Unit ‘Clean-up’ Drive 


WasHINGTON—“Clear heads use 
Calvert’s” will disappear from ad- 
vertising pages after this month, 
the second major victim in a 
“clean-up” drive of liquor adver- 
tising now being pushed by Treas- 
ury Department’s alcohol tax unit. 

The drive, sparked by Senate 
hearings last spring on legislation 
curbing liquor ads, claimed its first 
victim this August, when Schenley 
Distillers agreed to end a “sunny 
morning flavor” series for Schen- 
ley Reserve. 

A spokesman for the alcohol 
tax unit said that each of these 
series appeared to violate regula- 
tions which prohibit ads “repre- 
senting that the use of any distilled 
spirit has curative or therapeutic 
effects.” 


a Mentioned repeatedly at the 
congressional hearings, the ads 
were called to the attention of the 
distillers by alcohol tax unit this 
summer. 

Because the Calvert theme has 
been in use for many years, the 
firm was given several months in 
which to “break away.” 

In addition to these two major 
advertising themes, the alcohol tax 
unit has been in correspondence 
with a number of smaller distillers. 
Some firms have been induced to 
make copy changes, but no other 
major themes are in jeopardy. 

Concurrent with its “clean-up” 
of “illegal” ad themes, the alcohol 
tax unit has been promoting “ad- 
vertising codes” for the wine, beer 
and distilled spirits industries (AA, 
Aug. 16). These codes go beyond 
the statute to eliminate, by volun- 
tary agreement, copy themes 
which dramatized the “dry” attack 
on liquor ads this spring. 


w A code covering many of the 
“objectionable” copy themes men- 
tioned at the congressional hear- 
ings has been approved by the 15 
leading trade associations in the 
wine industry, and will be pro- 
claimed some time next month. 
Distillers, however, balked at en- 
tering into a code with the tax 
(Continued on Page 39) 
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QUARTERED—Durkee division of the Glid- 
den Co. is currently running ads for its 
yellow, quartered margarine in selected 
markets in most of the 29 states where 
yellow margarine is permitted. C. Wendel 
Muench & Co., Chicago, is the agency. 


1 Person in 6 


Conned by Fake 


Sales Research 


Psychological Corp. 
Survey Shows Spread 
of Masking Technique 


New YorkK—The surprising ex- 
tent to which house-to-house sales- 
men have adopted the “researcher” 
mask was revealed last week by 
Psychological Corp. About one per- 
son in six, said the research com- 
pany, has had a salesman pretend 
to be making a survey, and almost 
one in seven knows someone else 
to whom it has happened. 

The research company used a 
1,000-interview sample in 47 cities. 
“Since the sub-samples were 
small,” Psychological Corp. warns, 
group, geographic area, etc., must 
be interpreted with caution.” 

(Continued on Page 35) 
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Luckies and Pollsters 
Topped ‘48 Headlines 


Set Makers Ask 
Two-Band System 
for TV Progress 


WaAsHINGTON—Radio manufac- 
turers urged the Federal Com- 
munications Commission Monday 
to adopt a two-band television sys- 
tem which would clear the way for 
prompt unfreezing of “downstairs” 
channels already assigned to major 
markets. 

Industry members representing 
about 95% of TV set output, in 
agreement for the first time, told 
the commission that the two-band 
system prevents obsolescence of 
sets now being produced, and 
opens the way for maximum tele- 
vision development during 1949. 


ew As the manufacturers see it, the 
present (VHF) standard would be 
used in large cities, enabling pros- 
pects in these cities to invest in 
sets and equipment without worry- 
ing about obsolescence. To provide 
service for smaller communities, 
aditional TV allocations would be 
made in the “upstairs” (UHF) 
band. 

While some cities would have 
stations in both bands in order to 
assure at least four television sta- 
tions in each large city, the manu- 
facturers felt overlapping could be 
held to a minimum, so that one 
band sets would suffice in most 
cities. 


s The industry move to break up 
the television freeze imposed by 
FCC Sept. 30 came from “man- 
agement” spokesmen, as contrasted 
with “engineers” who have partici- 
pated in recent debates over tele- 
vision allocations (AA, Oct. 4). 
(Continued on Page 39) 


Last Minute News Flashes 


Celotex ‘49 Promotion to Be ‘Biggest Ever’ 


Cuicaco—Celotex Corp. will push for sales with “the largest adver- 
tising appropriation in our history” in 1949, Gates Ferguson, adver- 
tising manager, told AA. Greatly extended consumer effort, as well 
as continued trade promotion, is indicated. The Celotex account re- 
turned to MacFarland, Aveyard & Co., Chicago, Dec. 1, after a two-year 
lapse. MacFarland had previously handled the account for ten years. 


Schedules Testimonial Ads for Tareytons 


New Yorx—American Tobacco Co. is launching a campaign for Her- 
bert Tareyton cigarets in January with color ads featuring testimonials 
by society people in Collier’s, Ladies’ Home Journal, Look and The 
Saturday Evening Post. M. H. Hackett Co., is the agency. 


Ruthrauff & Ryan Appointed by Kennedy 


BrooKLyN—David E. Kennedy, Inc., maker of Kentile and Kencork 


resilient floorings, has appointed Ruthrauff & Ryan, New York, to 


handle its advertising effective April 1. Gerald Lesser, Inc., New York, 


previously handled the account. 


‘Esquire’ Names Buck Classified Ad Chief 


New YorK—Tom Buck, former 


director of the intensive business 


‘training unit of College of the City of New York, has been appointed 


national classified advertising manager of Esquire, succeeding Laurence 
White, who has been promoted to the Esquire display department in 


Boston. 


(Additional News Flashes on Page 39) 


Paley and Biow Raids 
Made Talk and Copy 
in Highest Ad Year 


By JoHN CRICHTON 


New YorkK—The two biggest 
stories in advertising in 1948, in 
one reporter’s opinion, were the re- 
signation of the $12,000,000 Amer- . 
ican Tobacco Co. account and the 
failure of the pollsters to gauge 
the behavior of the voters, which 
caused unheard-of soul-searching 
by researchers. 

It was a year of change and 
growth, with every indication—al- 
though the final figures are still 
untabulated—that it was adver- 
tising’s biggest year, dollar-wise, 
some $1,244,000,000 having been 
spent for national advertising in 
newspapers, magazines, radio and 
outdoor. 


@ The year began with “the new 
look,” which was applied to every- 
thing except Esquire, which had a 
“bold look” of its own. It ended 
without a Republican administra- 
tion in the White House, with 
worried marketing men eyeing re- 
tail sales, and with many media 
men stoutly resolving to hold the 
line on increased rates. 

Segment by segment, this was 
1948: 


Advertisers 


Toni Co., one of the postwar 
wonder products (the other was 
Gold Seal’s glass wax),was bought 
by Gillette Safety Razor Co... 
American Tobacco’s advertising 
manager, Vice-President George 
Washington Hill Jr., resigned; then 
Foote, Cone & Belding resigned; 
Batten, Barton, Durstine & Osborn 
got $10,000,000 of the account, 
and Ben Duffy became a familiar 
name to advertising business pa- 
per readers; Sullivan, Stauffer, 
Colwell & Bayles got Pall Malls 
($2,000,000), and Ted Bates & Co. 
was a collateral beneficiary—it 
got Brown & Williamson’s Life and 
Kool accounts previously handled 
by BBDO... 


® California Fruit Growers Ex- 
change celebrated 40 years of ad- 
vertising...Springs Cotton Mills 
named Erwin, Wasey & Co. and 
embarked on a campaign of in- 
nuendo which bothered many ob- 
servers, and was no less remark- 
able for what it said than for the 
media in which it appeared... 
Hunt Foods bought 52 pages in 
Life...Procter & Gamble’s Ralph 
Edwards racked up a 32 Hooper 
with “The Walking Man”... FTC 
said “Free is free, and no strings,” 
and was upheld in its ruling 
against basing-point pricing, and 
and was criticized with regularity 
by Lowell Mason, a free-wheeling 
commissioner. ..The ANA and the 
Four A’s got under way a joint 
campaign to better the understand- 
ing of the economic system. .. 


® Borden drew almost 1,000,000 
}entries in a contest to name Elsie’s 
(Continued on Page 38) 
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Boost Ad Budgets, 
Savings Group Told 


Cuicaco—Savings associations 
should step up their advertising 
budgets in 1949 to attract new 
funds, the executive committee of 
the United States Savings and 
Loan League recommended last 
week. 

In a statement of policies for the 
new year, the league’s committee 
said more advertising must be used 
if the institutions are to attract 
enough new savings to meet con- 
tinued strong demands for home 
loans. 

Average expenditures for adver- 
tising by these institutions have not 
been adequate in past years, the 


committee declared, and savings 
and loan managers should not de- 
pend upon previous budgets as a 
basis for their °49 appropriations. 


Mueller Appoints Reock 


John H. Reock, formerly as- 
sistant sales promotion manager 
of Iron Fireman Mfg. Co., Cleve- 
land, has been appointed assistant 
to the general sales manager of L. 
J. Mueller Furnace Co., Mil- 
waukee, manufacturer of furnaces 
and automatic heating equipment. 


Campbell Names Hoagland 


John G. Hoagland, formerly 
radio director of Robert W. Orr & 
Associates, Inc., New York, has 
been appointed supervisor of radio 
programs for Campbell Soup Co., 
Camden, N. J., effective Jan. 3. 


~~ Landau- 


Philadelphia 


HIGHSPOT BULLETINS 


SPECTACULARS * WALLS 


Cleon OF 
‘Lventiisng Ca, 


3728 No. Broad St + Phila. 40, Pa « BAldwin 9-5500 


Louis Wants Bigger 
Purse—or Loss of 
Radio, Tele Rights 


PHILADELPHIA—Heavyweight 
champion Joe Louis tossed a bomb- 
shell at the radio and television in- 
dustry during a WCAU interview 
here. 

Joe bluntly informed Sportscas- 
ter Bill Campbell that there 
wouldn’t be any radio or video 
broadcasting of his next champion- 
ship fight unless the two chip in 
to guarantee him $250,000 per- 
sonally. 

The Brown Bomber went on to 
explain that since television will 
cover considerably more territory 
next summer, he feels he is en- 
titled to at least six times the 
$40,000 he got for the rights to 
his Walcott fight. Actually, the 
champ was tossing brickbats at the 
national networks and giving them 
fair warning that, since they are 
stealing some of the gate, it is 


~ Fairfield 


possesses individual charm and beauty, 


an invitation to be read. 


From the pen of the coritemporary Rudolph Ruzicka, 


eminent typographer and designer. 


.. for individuality 


and correct interpretation 


SIGNED TYPOGRAPHY 


to fit every layout... 


TEAMWORK—California Fruit Growers Ex- 
change, Los Angeles, and General Foods 
Corp., New York, will cooperate with this 
point-of-purchase store display next month 
as part of a joint related-item merchan- 
dising program (AA, Dec. 20). 


going to cost them. 

For Louis to get that sum of 
money from the networks, the 
actual gross would have to be 
about $500,000. The usual split 
on such income is 40% for the 
champion and 20% for the chal- 
lenger. Then, of course, managers 
come into the picture, as do pro- 
moters. 

Joe told newspapermen the same 
thing, but the reaction from the 
newspapers was not as acute as 
from local radio circles. 


Hartford Stations 
Drop Low FM Bands 


HARTFORD, Conn.—Effective Dec. 
31, affiliates of Columbia Broad- 
casting System and National 
Broadcasting Co. will close out 
their FM lower wave bands. 

On that date, WTIC’s frequency 
modulation station, WTIC-FM, will 
stop operating its 45.3 megacycle 
transmitter, while WDRC-FM will 
close out its 46.5 megacycle band. 
WDERC is basic CBS for Connect- 
icut, while WTIC is the Hartford 


| 


affiliate of NBC. WTIC’s 45.3 meg- 
acycle transmitter, one of the 
first in the country, was put into 
operation in February, 1940. The 
station holds License No. 9 among 
the approximately 600 FM stations 
now on the air. 

Both local stations are acting on 
FCC orders, which were an- 


‘nounced several months ago when 


the FCC reported it needed the 
lower FM wave bands for other 
uses. The orders do not affect FM 
broadcasting on the higher fre- 
quencies which both stations have 
also been using for some time. 
Radio stations were permitted to 
keep the lower bands open until 
they were assigned definitely to 


‘other purposes. Stations continue 


to use the bands, though, due to 
the fact that there are a number 
of early sets in the broadcasting 


‘area designed for the lower bands. 


'Several thousand of the early sets 


monsen | 


CHICAGO . . 


LOS ANGELES... 


. 22 East Illinois Street 


928 South Figueroa Street 


are believed to be still operating 
in this area. The newer FM sets 
are designed for the higher bands. 


Smith Appoints Youmans 
Ad and Promotion Manager 


John G. Youmans has been ap- 
pointed manager of the advertising 
and promotion department of W. 
R. C. Smith Pub- 
lishing Co., At- 
lanta. He was 
formerly with 
‘the McGraw -Hill 
| Publishing Co., 
Leigh Allen, Inc., 
and W. L. Max- 
son Corp., all in 
New York. For 
several years Mr. 
Youmans acted as 
sales promotion 
consultant both 
in domestic and 
export fields for the Coca-Cola Co. 


DC&S Appoints Three 

Leslie A. Hart, formerly with 
Eastern Cooperatives, Inc.; Paul G. 
Indorf, previously with J. M. 
Mathes, Inc., New York, and Al- 
bert Skolnik, formerly with Pedlar 
& Ryan, New York, have joined 
ae Clifford & Shenfield, New 

Ors. 


John Youmans 
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Publicity Helps; 
Jack Benny Tops 
Mr. Hooper's List 


New York—Jack Benny, wh. s 
capital gains doings with CBS hi: , 
hogged the spotlight in rec yn 
weeks, placed first on the Dec. | 
Hoopereport with 27.1. His Luck 
Strike show, a current NBC attr ic 
tion, moves to CBS Jan. 2. 

Jergens’ Walter Winchell (AB’ 
first for several months, moe 
into the number five post with 2): 

Other dial favorites: 

Radio Theater (CBS), Lux........... 4 
Fibber & Molly (NBC), Johnson's Wax. 22 
Bob Hope (NBC), Swan..............2! 
Phil Harris (NBC), 4 
Godfrey's Talent Scouts (CBS), Lipton’s. | 
My Friend Irma (CBS), Pepsodent....| 7 
Bing Crosby (ABCJ, Phileo........... 7 
Charlie McCarthy (NBC), Standard 

Brands 
Stop the Music (ABC), Old Gold, Ever- 

sharp, Spiedel, Smith Bros...........! 7, 
Duffy's Tavern (NBC), Bristol-Myers. .\6. 
Mr. D. A. (NBC), Bristol-Myers 
Horace Heidt (NBC), Philip Morris.... 6 
Dennis Day (NBC), Colgate........... 

Newcomers to the list this sea 


son are Bing Crosby and Denni 
Day. 


ws Average evening sets-in-use 0 
33.2 is up 0.8 from last repor' 
down 0.1 from year ago. Averag¢ 
rating is 10, no change from las 
report, down 0.9 from a year ago 

Arthur Godfrey and the soa; 
opera queens continue to rate top: 
with the housewives. The daytime 


list: 

Ma Perkins (CBS), Oxydol............. vA 
Stella Dallas (NBC), Sterling.......... 74 
Big Sister (CBS), Ivory... ccccccscccess £ 
Girl Marries (NBC), General Foods... .7.1 
Portia (NBC), + odd . ee 7.1 
Backstage Wife (NBC), Sterling........ 7.0 


Our Gal, Sunday (CBS), Anacin....... ‘ 
Arthur Godfrey (CBS), Gold Seal, 

National Biscuit, Chesterfield........ 7.0 
Right to Happiness (NBC), Ivory...... 7.0 
Rosemary (CBS), Ivory.........sccccess 6.9 
Widder Brown (NBC), Sterling head 6.7 
Average daytime sets-in-use of 
17.3 shows no change from the last 
report and is down 0.3 from a year 
ago. Average daytime rating is 4.7, 
up 0.1 from last report and 0.2 


from a year ago. 


‘Grit’ Adds Family Section 
and Increases Price 


A new family section will be 
included with Grit, Williamsport, 
Pa., beginning with the Jan. 2 is- 
sue. The section will stress Amer- 
icanism. An enlarged comic sec- 
tion also will be added. 

Beginning with the Jan. 2 issue 
the price of Grit will be increased 
from 7¢ to 10¢ per copy. Sub- 
scription rates will be _ boosted 
from $2.50 to $3.50 per year. No 
change in advertising rates is con- 
templated. 


Gets Piano Account 

Hutchins Advertising Co., Ro- 
chester, N. Y., has been named to 
direct the advertising of Aeolian 
American Corp. and its associated 
divisions, East Rochester, N. Y., 
manufacturer of pianos. 


Pictograph Corp. Moves 
Pictograph Corp. has moved its 
office to 160 Fifth Ave., New York 


rT 


FOR OVER 60 YEARS 


bg 9 


COATED PAPERS 


Precision made, for 
letterpress 
and offset printing 
of finest quality 


Sold by leading paper merchant 
THE MARTIN CANTINE COMPAN 


Specialists in Coated Papers since 1888 
SAUGERTIES, N. Y. 
NEW YORK « CHICAGO « SAN FRANCISCG 


SS i ww ee slag nd an i Rpg ’ eS io oe a asia mG une | pe ae se ane ptr rete. a % " ‘oe é rit Pe tee Ope ae _s iy oe on ae a pe ae \haiae en stg a , ” Pare eee eee Mer nS gorge ig ak econ al nage | 2 es 
ud > epee eae ih ms eS ee ee Ror edete ee eM hae i le oa Pe pe i gt as} # e oi ON 4) peer ay agate ae ae per 
ota, 2 ee age) a Ot i ia aaa ee oe ek ee ee ae CE oe ee oer ee eee Fe ee i se ae Pe re” eRe are Late aa vara ee eee 
RS ie ve we fs hey: all : ie 0 canine = 2 ee Se ee t Sse ee ie. ; fi a : we ie ae : si bs - ; , : ; a te , as A tla sites i 
eae a aaa —— ee ms 
ieee s 
bg eng 
ee am ' | 
lis - ORANGE SLICES ANDO COCONGT 
Fl oe ae oe Whe J 
ot | > Sunkist 
ae P ¥ CULPEORN i NAY ELS - 
Fae ee > a 
ban firm! fae >. 
i ~ i a : mets 
; f, . vis v3 = : 
oo = 
7 - 
0 O59 
’ <a Fr ae ) 
ge tie > “s " cS Apt 
: . a : 
Side Oe aie TREAT OR AMY 40644 n all — 
fs, et | a 
ot eee Fe 
‘" oro ::.:”00CrrCrL . —_s ss pry 
| — 
| rr 
7 i 
-y / 
8 > ae 
inner” P| ~ 
iis ¥ i Ee eee eee. OEE = 
SP aay. 
. . rr y rw « - 
c, rv a. ea | 
od : | 
re Z | 
¢ r : o ~ 
a . = | 
f 
es ‘ F . } > 2 
¥ be be 
he ; 3 — 
— be ‘ | | ” 
i? ; ra a ; : " 
7 te ; 
AG . . : 
5 ey | 
7 | 
~" ; or - 
FS ; = 
leet! : say? 
Sere My : : ; PO 
aa “a : , 
mee P = 
ences 44 ee BB — 
a a ; 
— . a 
. ! | Po 
7 : me ‘ . | : , 
ete toe om 24 pt 
OS id f ‘ | : i a : 
Pee Se . 
oe 
oe _ | s 
F) Eee i ' 
Dyer ie Po : 
a cone % i 
ee ; 
parole es : 7) — 
ae Y . 
Lh eat 
es aoa . : 
aot : 3 Po I 
Lc ve 2 . 
ay; * f 
“e | 
ae ees | 
shes | 
a = | 
| | es 
| 
ee a 
OI se erent? 
Pre ee DE ee wows asthe mse = | 
gt ssi re HS e 
pe. —_ | 
vane 
ae | 
eS pe -_ ? 
ae ” . ; 
a 
ee SC See ; 
‘ees | 
oe ae 
es SS | | ————————— 
dy is a . . i / ; a 
Sirus x A De RLM Me ee RN Pema CR ROR Baa LS cera aang, We ee Ce ee a ea aera Fe ten Mar Dae EC Shy et SERIE oe A FS a a Ne Ra Ee a i De. AeA NNN VR et FS MEY RR Cr rey ot Sk BS 


% 


“ . ~~. 4 y ‘ ry ’ oe . 
a er Se ee rr 
lier tass Me We Re P 
Pe st 
. fend 


3 


America Is Moving 
West...TO STAY! 


Los Angeles leads the nation 
in the construction of new 
homes. Every month, thou- 
sands of new families continue 
to pour into this area, which 
now contains the second larg- 
est number of homes in the 
United States. 
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Times has completed a comprehen- e ee { $ merica $ ir arges mar e . 
sive survey of the Los Angeles 6 
market—including studies of pop- e a . . ° ene 
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. ing habits, routes, etc, These valu- (4 ¥ Angeles market continues to grow. Already this dynamic market offers sales oppor- 
A sg aie -eeeg apaimenr ends Birt tunities for family purchases second only to New York! Clothing, food, home furnish- 
the booklet “Los Angeles (tjjuaga* i nn ; 
ps| —City Without } Tings ings, drugs, automobiles and accessories, farm equipment—name any product or service 


Limits.” Write The Times today § > you will—Los Angeles should now command major attention from every advertiser. 
for your FREE copy. ‘ 


' And to reach this market most effectively, tell your story in the Los Angeles Times— 


* largest home-delivered circulation in the West. 
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Predict Greater 
Use of Plastics 
in Sign Industry 


PHILADELPHIA—Plastics have be- 
come a prime factor in outdoor 
advertising and their use probably 
will be expanded even further in 
1949, according to year-end re- 
ports by two Philadelphia firms, 
Cutler Sign Advertising Co., one 
of the largest in this area, and 
Rohm & Haas, manufacturer of 
Plexiglas. 

Robert T. Cutler, senior partner 
in the Cutler company, said his 
shop has turned out signs using 
plastics at a volume 20% above 
the previous year. Rohm & Haas, 
though it revealed no direct fig- 
ures, said it had experienced a 
“tremendous uptake” in the sign 
field alone during 1948. 

A Rohm & Haas spokesman fore- 
cast new developments in this 
field during the next year. The 
company is now developing plastic 
signs and sign faces for manufac- 
turers in some of the nation’s 
largest industries, he said. 


es Sun Oil Co. is having its dia- 


| Clair Engstrom Resigns 


mond-shaped service station signs 
made of plastics, he added, and the 
station letters also are made of 
plastic materials. In addition, Shell 
Oil Co. is having several sample 
signs produced in plastics; Coca- 
Cola Co. is having several dealer 
signs made on an experimental 
basis; Kelly-Springfield Tire Co. is 
working with Rohm & Haas on a 
plastic display; Esso Standard Oil 
Co. has ordered a sign face fab- 
ricated for test purposes, and RCA 
Victor and P. Ballantine & Sons 
have indicated an interest in this 
field. 

Mr. Cutler said the 20% increase 

in his company’s use of plastic ma- 
terials is equivalent to its general 
increase in the sign business for 
the year. He said the company was 
“just experimenting” with plastics 
in 1947, “but at the beginning of 
1948 it became increasingly clear 
that here was a material which 
could lend itself to signs and 
help reduce costs.” 
As a result, Cutler has set up 
a special plastics division, which 
is conducting research on the use 
of plastics in signs, as wel as the 
manufacture of cold cathode light- 
ing. 


Foote Bros. Names Brown 

R. C. Brown, formerly president 
of Brown Steele Co., Dallas, has 
been named sales director of Foote 
Bros. Gear & Machine Corp., Chi- 
cago. 


Clair Engstrom has resigned 


Gibson Will Spend 
$1,000,000 on “49 
Ad, Sales Drives 


GREENVILLE, Micu.—With the 
largest part of its advertising ex- 
penditure gding into newspaper 
space, Gibson Refrigerator Co. will 
spend $1,000,000 for advertising 
and sales promotion in 1949, Greg- 
ory V. Drumm, advertising and 
sales promotion manager, said last 
week. 

The company, which plans to 
turn out more than a half million 
refrigerators, ranges and home 
freezers next year, will use na- 
tional magazines, business papers 
and extensive cooperative news- 
paper advertising with its 8,500 
dealers, in a stepped-up campaign. 
Production and promotion plans 
were outlined to representatives 
of its 92 distributors last month 
(AA, Nov. 22). 

Production will be part of a 
$60,000,000 program for the com- 
pany’s plants, just announced by 
Charles J. Gibson, president. He 
and other Gibson officials are op- 
timistic over thriving business in 
1949, since the firm is an inde- 
pendent manufacturing company 
that has succeeded, “in good times 
and bad, in a competitive field 
which includes many centrally 
controlled corporations.” 

Gibson is nearing completion of 
a $10,000,000 factory expansion 
project, and plans pilot runs of 
new range models soon after Jan. 1. 


as an account executive of Ad- 


vertising Engineers Corp., Chicago. 


Fi 


Seattle Adclub Elects 

Harry Pearson, of Pearson & 
Morgan Agency, has been elected 
president of the Advertising and 
Sales Club of Seattle. Other of- 
ficers are: Lorna Moitoret, Honig- 
Cooper Co., ist vice-president; 
Roger Rice, KING, 2nd vice-pres- 
ident; Lila A. Casady, Mail Ad- 
vertising Bureau, secretary, and 
Ron Renny, Craftsman Press, 
treasurer. 


FROM NASHVILLE... CENTER OF THE 
RICH MIDDLE TENNESSEE MARKET 


and WSIX-FM 


ABC AFFILIATE + 


National Representative: THE KATZ AGENCY, INC. 


5000 W + 980 KC 
* 71,000 W + 97.5 MC 


Miller Tells Reps 
Better Days Ahead 
at Special Party 


MILWAUKEE—The media man got 
a chance to laugh, guzzle some 
High Life and listen to good news 
for *49 at Miller Brewing Co.’s 
“man bites dog” affair for media 
representatives here recently. 

More than 125 representatives 
attended the party, the seventh of 
its kind, tendered as an apprecia- 
tion of their “cooperation and in- 
terest throughout the year,” ac- 
cording to Roy J. Bernier, direc- 
tor of advertising and public re- 
lations. It included a tour through 
Miller’s new $3,500,000 stockhouse 
at the brewery and dinner at the 
Wisconsin Club. Guests were wel- 
comed, via a radio broadcast, by 
Frederick C. Miller, president and 


grandson of the founder. 


# Brewery officials told the group 
that Miller’s expansion program 
will mean more Miller High Life 
and a bigger advertising budget. 
In years to come, Michael T. Stoi- 
ber, secretary-treasurer, promised, 
the company will be “one of the 
heaviest advertisers in the indus- 
try.” He said the $12,000,000 ex- 
pansion program will result in a 
bottling capacity of 2,000,000 daily; 
and that Miller has more than 
17,000 applications for distributor- 
ships on file. 

The entertainment was high- 


ALL IN THE LIFE—Ad executive “Smedley Bemis” (radio veteran Joe Potzner in 

real life) places a bet with his bookie while ““‘W. K. Nortenberry,”’ media rep (really 

Sam F. Greco, Klau-Van Pietersom-Dunlap copywriter) tries to put over his pre- 

sentation in the skit arranged for Miller Brewing Co.'s party for media represen- 
tatives in Milwaukee. 


lighted by a skit burlesquing the 
relationship between a media rep- 
resentative and an advertising ex- 
ecutive. It was written by Sam 
F. Greco, copywriter with Klau- 
Van Pietersom-Dunlap, which 
takes over the account formally on 
Jan. 1. Greco himself portrayed 
the patient rep who waits in the 
reception room, smiles through the 
constant interruptions while mak- 
ing his presentation, and _ then 
watches whe prospect grab his 
golf balls and hustle to keep “an 
important engagement.” 


Otters New Product Info 


The Department of Commerce, 
Washington, D. C., has prepared a 
new publication, “A Source of New 
Product Possibilities for Manufac- 
turers; a Partial Listing of Patents 
Available for Food Machinery, 
Equipment, Devices, Products and 
Processes.” The report describes 
how manufacturers may find ideas 
for new products through use of 
various Department of Commerce 
sources. The publication is avail- 
able at 25¢ a copy. 


Parkin Appoints Quinn 


Frances Quinn has been named 
vice-president in charge of the 
classified department of Edwin 
Parkin Advertising, Inc., New 
York. 


Magor Car Names Gibson 


Magor Car Corp., New York, has 
named Geo. H. Gibson Co., New 
York, to direct the advertising of 
its Air-Dump car. 
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Westinghouse Plans 
/ntensified Video 
Operations in “49 


PHILADELPHIA—New television 
stations, more audience research— 
vith program revision if indicated 
—and continuing large-scale pro- 
motion are planned in 1949 by 
Westinghouse Radio Stations, Inc., 
according to J. B. Conley, general 
manager. 

Westinghouse radio stations are 
WBZ-TV, WBZ, WBZ-FM and 
WBOS, all in Boston; KDKA and 
KDKA-FYM, Pittsburgh; KYW and 
KYW-FM, Philadelphia; WBZA 
and WBZA-FM, Springfield, Mass.; 
WOWO and WOWO-FM, Fort 
Wayne, Ind.; and KEX and KEX- 
FM, Portland, Ore. 


a “All signs indicate that 1949 
will be a critical year for broad- 
casting,” Mr. Conley pointed out. 
“Television will continue its phe- 
nomenal growth, although its pace 
will not be much accelerated. Au- 
diences will become increasingly 
critical as more and more pro- 
gram choices are offered; and ad- 
vertisers will buy with greater 
care.” 

“Westinghouse television opera- 
tions in 1949,” Mr. Conley said, 
“will center about development of 
WBZ-TV, which went on the air 
in Boston last May; and in plan- 
ning for stations in Pittsburgh, 
Portland and Fort Wayne. Ap- 
lications for Pittsburgh and Port- 
land are now before the FCC.” 

Free & Peters, Inc., will rep- 
resent all Westinghouse stations 
except WBZ-TV, which will be 
handled by NBC Spot Sales. 


Automatic Toaster 
Will Become General 
Mills’ 4th Appliance 


MINNEAPOLIs—General Mills will 
unveil its fourth major appliance 
at the National Housewares Show 
in Chicago Jan. 3-15, the company 
has just announced. The appliance 
is the Betty Crocker-sponsored 
automatic toaster. 

The new toaster, to be followed 
later in 1949 by a coffee maker 
and food mixer, and possibly a 
new soup mix in the food line, will 
reach wholesale channels in April 
and the retail market in May. GM’s 
growing appliance line already in- 
cludes a pressure cooker, flat iron 
and steam iron attachment. 

An extensive advertising pro- 
gram is being planned by the 
agency, Batten, Barton, Durstine 
& Osborn, Minneapolis, to intro- 
duce the toaster to the public. It 
is the result of two years of en- 
gineering’ research and extensive 
consumer tests. The toaster’s action 
is said to be completely silent 
while bread is toasting, and the 
timing unit automatically controls 
the toasting cycle to assure uniform 
toast regardless of voltage varia- 
tions that normally occur in home 
electrical circuits. 

The company plans to price the 
new appliance in the same range 
as other high quality automatic 
toasters. 


Introduces New Sunlamp 


The appliance division of Waco 
Aircraft Co., Troy, O., has launched 
a campaign in selected national 
magazines to introduce a new sun- 
lamp called Orbitan, incorporating 
a moving bulb which permits tan- 
ning without changes in position. 
Spencer Curtiss, Inc., Indianapolis, 
is the agency. 


Linton Rejoins MacLaren 


Douglas Linton, formerly space 
buyer in the Toronto office of Mc- 
Kim Advertising, has rejoined the 
Toronto office of MacLaren Ad- 
vertising Co., as manager of the 
media department. Mr. Linton was 
associated with the MacLaren 
agency for 15 years. 


Dabney Promoted 


J. C. Dabney has been ap- 
pointed district manager in charge 
of the eastern division of Harris- 
Seybold Co., Cleveland. He joined 
the Seybold division of the com- 
pany in 1939 and the next year 
became division sales manager. In 
1944 he was made assistant man- 
ager of sales in the general of- 
fices in Cleveland. Mr. Dabney 
succeeds J. W. Valiant, Harris- 
Seybold vice-president, now on 
leave due to illness. Upon his 
recovery, Mr. Valiant will be lo- 
cated in the Cleveland office. 


True-Form Names Fellman 


True-Form Corset Co., Philadel- 
phia, has named Leonard F. Fell- 
man Associates, Philadelphia, to 
handle its national advertising. Na- 
tional promotion for 1949 will be 
centered around movie star tie-ins. 


Consolidated Press Ups 3 


Consolidated Press Ltd., Toronto, 
has announced three promotions. 
Roydon M. Barbour, manager of 
Saturday Night, has been made 
executive vice-president of the 
parent company and has been elec- 
ted to the board of directors. E. R. 
Milling, a member of the board 
of directors and business manager, 
has been named vice-president and 
general manager of publications. 
C. T. Croucher, assistant business 
manager, succeeds Mr. Milling as 
business manager. 


New Haven R. R. Names 
Transportation Displays 
Transportation Displays, Inc., 
New York, has been appointed ex- 
clusive advertising representative 
for all of the New York, New Ha- 
ven & Hartford Railroad’s car card, 


station poster, timetable, right-of- 
way location and other advertising 
activities. 

The company now controls all 
advertising on the following rail- 
road and ferry operations: New 
York Central System; Central Rail- 
road of New Jersey; Delaware, 
Lackawanna & Western Railroad; 
Erie Railroad Co.; Staten Island 
Rapid Transit, New York; Susque- 
hanna & Western Railroad; New 
York & Long Branch Railroad; New 


York, New Haven & Hartford Rail- 
road Co. and electric ferries. 


MAGIC WORDS 
That Sell by Mail — 


la w t to work for you certain “magic 
words t get maximum orders for meri 
torious 5 @ are « fully recognized 
advertising agency th a of eee 
mail specialists. Established 1926. 


ARTWIL COMPANY, Advertising 
26-B West 48th St.. New York (9, New York 
Plaza 7.1355 


SERVICE 


BINDERY CO.,, Inc. 
SUPerior?-5105 


Write for 


PORTFOLIOS * MOUNTING © 
DIE-CUTTING * EASELING | 


360 EAST GRAND AVE. 
FREE 


and BOARD LINING | 


folder 


a washing machine or 


nue, New York City. 


REPRESENTED BY the General 
Advertising Department, Scripps- 
Howard Newspapers, 230 Park Ave- 
Offices in 
Chicago, Cincinnati, Detroit, Fort 
Worth, Philadelphia, San Francisco. 


FOLLOW THE READER 
to advertising results 


in Pittsburgh 
«+» ADVERTISE IN 
THE PRESS 


Pittsburgh newspaper readers know their newspapers— 
they know which newspaper has greatest pulling power. 
This firsthand knowledge is the only guide Pittsburgh- 
ers need, know or care about when they want to sell 


get a better job. They place 


their ads where they know they'll get results. Just check 
Pittsburgh classified advertising volume and you'll find 
more classified ads appear in The Press than in the 


other two newspapers combined. 


Classified ads are the toughest test of a newspaper’s 
ability to get results. Each advertiser knows immedi- 
ately how much his ad has pulled. Day after day, year 
after year, Pittsburghers find that The Press does the 
best selling job for them. 


Nal 


THE PITTSBURGH PRESS 
(daily and Sunday) 


Third paper (daily only) 


NUMBER OF CLASSIFIED ADS 
IN PITTSBURGH NEWSPAPERS 
11 months—January through November, 1948 


Second paper (daily and Sunday) 


Percent 
of Total 
ewe 914,320 65% 
eee 277,186 20% 1 
oe pahdehte 15% 


During the first eleven months of 1948, The Pittsburgh 
Press carried 65% of all classified ads—57% of all classi- 


fied linage—appearing in all three Pittsburgh newspapers. 


This is the best proof you can get of advertising results 


in Pittsburgh. Use it when you place advertising here. 


Sell the big Pittsburgh market at lowest cost per sale 


through ‘The Press. 


Your Press Representative can give you all the facts and 


figures you want about the Pittsburgh market. Every 


Scripps-Howard Representative is a Press Representative. 


IN PITTSBURGH—-IN CITY CIRCULATION 
IN RETAIL ADVERTISING 


IN CLASSIFIED ADVERTISING 
IN GENERAL ADVERTISING 


—@—|The Pittsburgh Press 


IN TOTAL ADVERTISING 
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City’s Advertising 
Highly Specialized, 
N. J. Judge Decides 


ATLANTIC Crry—New Jersey Su- 
perior Court Judge Frank T. Lloyd 
Jr. ruled here that advertising and 
promotion for the city is a “highly 
specialized service” and is not cov- 
ered by the statute requiring that 
bids be received before city con- 
tracts are awarded. 

Judge Lloyd handed down his 
decision as he refused to permit 
a legal review of the $10,000 con- 
tract between the city and the 
weekly Boardwalk News. Under 
the contract, the paper carried a 
two-page advertisement for the 
city each week for 13 weeks, and 


mailed mats of promotional pic- 
tures to at least 1,500 out-of-town 
newspapers each week. 

John C. Woulfe, local hotel man, 
brought the action against the con- 
tract. His chief objection was that 
the city had not advertised for 
bids before granting the contract 
to Publishers Press, Inc., headed 
by Samuel Ungerleider Jr. Unger- 
leider also publishes the Atlantic 
City World, a six-day tabloid far 
more friendly to the city admin- 
istration than the Atlantic City 
Press & Union, a full-size morning 
and afternoon daily. 


a “The city engaged specialized 
services,” Judge Lloyd ruled. “It 
is the same as the hiring of an at- 
torney or an engineer, and you 
would not expect the city to ad- 


vertise for the cheapest lawyer or 
engineer. Under no circumstances 
can such a contract be construed as 
buying materials or labor as con- 
templated by the statute governing 
the requirement for the advertising 
of bids.” 

Mr. Woulfe said that he will 
appeal the decision to the State 
Supreme Court. 


Leonard and Rapert 
Join Benton & Bowles 


Frank M. Leonard, formerly in 
charge of publicity for the Repub- 
lican National Committee, has 
joined the publicity department of 
Benton & Bowles, New York, 
where he will work on radio pub- 
licity and promotion. 

Frederic Rapert, previously with 
Cecil & Presbrey, New York, has 
joined Benton & Bowles as a 
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copywriter on the Three Feathers 
and Post cereals accounts. 


Good Luck Launches Drive 


Good Luck Food Co., Rochester, 
N. Y., a subsidiary of R. T. French 
Co., is using full pages in news- 
papers in four Florida markets, 
San Diego and Peoria to promote 
Good Luck pie crust mix and lem- 
on pie filling. The company is now 
advertising French’s instant pota- 
toes in newspapers in 28 markets 
throughout the country. J. Walter 
Thompson Co., New York, is the 
agency. 


Dealey Joins Bothwell 


Thomas W. Dealey, formerly 
with D’Arcy Advertising Co., St. 
Louis, and with Hillman, Shane & 
Breyer and Marketers, Inc., Los 
Angeles, has joined the Hollywood 
office of W. Earl Bothwell, Inc. 


‘I'd rather be home reading The Bulletin" 


A funny picture here points a potent fact: In Philadelphia — City 
of Homes — more than four out of five families read The Bulletin 
regularly in their homes — in the evening. 


Alert advertisers know this. That’s why —to reach America’s 
third largest market —they concentrate their sales messages in 
Philadelphia’s home newspaper — The Bulletin. 


It’s a good thing to keep in mind — The Bulletin goes home — 
stays home — and is read by the entire family! 


In Philadelphia—nearly everybody reads The Bulletin 


Evening and Sunday 


Transcription Firms 
Sign Petrillo Pact 


on Trust Fund Basis 


New Yorx—On Dec. 20—within 
six days of the agreement be- 
tween the phonograph record 
producers and the American Fed. 
eration of Musicians—leadin;: 
electrical transcription companie 
signed with Samuel h. Rosenbaur, 
of Philadelphia, committing then, 
to make payments to the sam: 
trust. 

Mr. Rosenbaum is trustee for 
payments to be made from sales 
in this industry (AA, Dec. 20) fo. 
a musicians’ welfare fund. The 
signing was held in the office o 
James C. Petrillo, AFM president 

Terms of the new papers are vir- 
tually the same. Payments to the 
fund are 3% of gross revenues 
from electrical transcriptions and 
spot announcements utilizing the 
services of instrumental musi- 
cians—the same rate provided in 
the contracts with the federation 
that expired a year ago. 


a The companies also signed a la- 
bor contract with AFL establishing 
substantially the same rates of 
pay and working conditions in ef- 
fect last year. 

Payments by the transcription 
industry, in accordance with a 
settlement made in 1943, contri- 
buted to the $4,500,000 fund which 
has financed for two years the 
federation’s free public music pro- 
gram in hospitals, institutions, and 
public parks and halls. 

Signing last week were repre- 
sentatives of Capitol Records, Inc., 
Empire Broadcasting Corp., Lang- 
Worth Feature Programs, Muzak 
Corp., National Broadcasting Com- 
pany, Radio Features of America, 
Towers of London Ltd., WOR Pro- 

ram Service, Inc., World Broad- 
casting System and Frederick W. 
Ziv, Inc. 


Jacob Schmidt Names 
Olmsted & Foley 


St. Paut—Jacob Schmidt Brew- 
ing Co. has appointed Olmsted & 
Foley to direct its account, effec- 
tive Jan. 1. 

The account has been handled 
by Bob Pendergast Advertising 
Agency for the past three years, 
although the company last summer 
dropped its cartoon-style ads in 
favor of poster and newspaper pro- 
motion featuring models drinking 
the product. 

The company refused to com- 
ment on the shift. However, in 
the recent St. Paul Pioneer Press 
study of consumer preferences, the 
beers sold in the city lined up as 
follows: Hamm’s, 60.2%; Schmidt’s, 
22.9%; Yoerg’s, 6%; Grain Belt, 
4.3%; Pabst, 2.4%, and Budweiser, 
1.1%. Hamm’s also is a St. Paul 
beer. 


‘Inquirer’ Opens New Office 


The Philadelphia Inquirer has 
opened new offices in the Stock 
Exchange building, 1413 Walnut 
St., to handle classified advertising 
and subscriptions. The office also 
will serve as ticket outlet for 
WFIL, the Philadelphia Forum and 
other events sponsored by the 
newspaper. 
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Gimbel Sells Trees 
—and Breaks Even 


PHILADELPHIA—Gimbel Bros., 
boiling mad about the thousands of 
families in this area who might 
have to do without Christmas 
trees this year because of high 
prices, took the problem into its 
own hands Dec. 16. 

And it darned near gave local 
gougers heart failure. Unfortu- 
nately, there weren’t enough trees 
to go around at $1 a throw. 

That $1 is just what Gimbel’s 
charged for each one of 10,000 bal- 
sam firs, shipped in from a five- 
mile tract of forest in New Bruns- 
wick, Canada. The price was the 
lowest charged in the Quaker city 
in two decades. 


ws The trees went on sale Thurs- 
day morning, Dec. 16, in the Gim- 
bel Bros. warehouse at 22nd St. 
Sales time was announced at 9:30 
a.m. but a line of customers began 


to form at 7 a.m. By the time the 
doors opened, it had turned into a 
double line three blocks long. By 
11 a.m., 4,000 trees had been carted 
away on customers’ backs, in baby 
carriages, in cars and small ex- 
press wagons. 

With a police riot squad on hand, 
only one tree was sold to a cus- 
tomer. No mail or phone orders 
were taken. The public was noti- 
fied in a halif-page newspaper ad 
the previous day. 

Arthur C. Kaufmann, executive 
head of the Philadelphia store, ex- 
plained that it broke even on the 
sale. He said it was the store’s 
way of saying a Merry Christmas 
to the city. 


Schmale Named to Ad Post 


Alvin G. Schmale, formerly gro- 
cery sales manager of Sweets Co. 
of America, has been appointed di- 
rector of sales and advertising of 
the Honey Butter Products Corp., 
making his headquarters in the 
New York office. 


ANPA Meets April 26-29 l 


The American Newspaper Pub-| 
lishers Association will hold its 
annual convention April 26-29 at 
the Waldorf-Astoria, New York. 
The annual meeting of the Bureau 
of Advertising, ANPA, is scheduled 
for Wednesday, April 27, and the 
bureau’s annual banquet will be 
held Thursday, April 28. 


WFVG Appoints Nelson 


Leland B. Nelson has _ been 
named manager of Station WFVG, 
which will begin broadcasting soon 
in Fuquay-Varina, N. C., operating 
on 1460 kilocycles with a power 
of 1,000 watts. The station is owned 
by S. S. Adcock of Lillington, N. C- 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de 
veloping sales prospects on certain 
types of products and services. 
New Booklet No. 10 “How Business Uses 
Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 
GENERAL 


BUSINESS * FARM 
PAPERS PAPERS BX MAGAZINES 
343 So Dearborn St., Chicago 4 


a. one 
8x10 


Reproduction in Quantity | 


GENUINE 061 


in 100 to 900 QUANTITIES 


(1000 and over .06c) 


PHOTOS PHOTO-M TiC CO. 


Phone WHitehall 4293077) 
53-59 E. Illinois $t., Chicago 17, 
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“< You Bake Your Best with Pillsburys Best 
> the 
mues QPEACHES AND PILLSBURY—Pillsbury Mills 
and will use this full-color page in the Feb. 6 
+ the American Weekly as part of its midwinter 
pe campaigns linking Pillsbury products with 
“ye related food items. 
‘d in 
ation [Pillsbury Slates 
sa. |) WO Tie-in Drives 
hing Hfor Related Foods 
n ef- MINNEAPOLIS—Two nationwide 
ie-in promotions will highlight 
stion Fhe midwinter advertising and 
th a gmerchandising campaigns on be- 
ntri- Jhalf of most Pillsbury grocery pro- 
hich fducts. 
the During the Jan. 3-Feb. 14 period, 
pro- aid R. J. Keith, Pillsbury Mills’ 
and fadvertising director, Pillsbury’s 
Best flour will again be teamed 
pre- with California cling peaches in a 
Inc,, [related item drive (AA, Dec. 20), 
ang- fand Pillsbury will join with Kraft 
uzak FFoods Co. in one of its major 
iom- §irives of the year for Pillsbury pie 
rica, fcrust mix. 


Pillsbury’s Best ads, via McCann- 
Erickson, will be built around Ann 
Pillsbury’s new “Sunny peach pie,” 
with recipes and full-color illus- 
trations, in both page and half- 
page size in national magazines. 
Bing Crosby will endorse the re- 
cipe in full-color magazine ads to 
be run by the California Cling 
Peach Advisory Board, while Kay 
Kyser will promote Sunny peach 
pie on his new Pillsbury show 
over 215 ABC stations. 


dled In the second tie-in promotion, 
sing Jfull-color magazine ads will link 
‘ars, [Pillsbury pie crust mix and cheese. 
mer |The theme, “It’s Apple Pie and 
; in |Cheese Time,” will be used on the 
oro- FGalen Drake program over ABC 
cing Jand Bob Trout’s show on NBC. 
Kraft will tie in with pie-and- 
om- fcheese plugs on the Kraft Music 
_ in J Hall over NBC. 
ress 
the | Lambert Corrects Price 
Ames The new junior size Listerine 
S, [toothpaste which Lambert Phar- 
selt, | macal Co., St. Louis, will promote 
ser, | for the juvenile market (AA, Dec. 
aul $13) will retail at 29¢, not 25¢, as 


the company reported in its an- 
nouncement of the campaign for 
the new product. 


_—~ The fastest-growin 

trade magazine in 
the sports field — 
-With the LARGEST 
audited RETAILER 
CIRCULATION of any 
sports trade paper 
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Andther Great First on 


ABC TELEVISION! 


The magic of television worked a new miracle the other night. 
To more than a million people in New York, Boston, Philadelphia and 


Baltimore, ABC’s television cameras brought all the glitter, the 


Sponsored by The Texas Company, the historic telecast showed 


listeners the thrilling premiere from every angle: long-range 


RR ALMOST oo 


color, the excitement, the majesty of Opening Night at the “Met.” 


shots of the stage, spectacular close-ups (closer than a front-row seat!), 


exciting glimpses backstage. 


many cameras required could obstruct the view of the audience. To get 
enough light in the darkened Opera House, special infra-red “black light” 
(invisible to the audience) had to be installed. “/¢ was an experiment 


on a grand scale,” said critic Harriet Van Horne (N. Y. World Telegram). j 


ABC technicians worked against enormous odds. Not one of the 


“And it succeeded beyond all hopes.” 


AB 


TELEVISION 


The Living Image of America 


Srom the : 
‘ *0p OLITAN OPERA vate 5 


“ 4 


television. A 


—-and can 


NOTE TO ADVERTISERS: 


The unqualified success of the 
Met’s Opening Night on 
TV is a fine example of the prog- 

3S networ 
= ABC's list of television 
“firsts” is growing ra 
so is the networ 
sponsors. Before 
new medium, 
story of what AB 
do for you. Our new 


number is TRafalgar 3-790 


The stars of the evening 
(Leonard Warren, left, 
and Licia Albanese, be- 
low) and many others 
were interviewed back- 
stage between the acts. 
Their television audience 
on ABC was larger than 
that of all other stations 
combined! 


ABC- 
k has madein 


pidly—and 
k’s list of video 
you go into this 
get the complete 
C-TV is doing 
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Hooper to Study 
Product Usage 
of Listeners 


New York—C. E. Hooper em- 
ployed the occasion of his annual 
Christmas party for the press last 
week to announce the launching in 
early 1949 of a continuing study of 
“radio advertising effectiveness 
comparisons.” 

Product use in listening and non- 
listening homes to individual net- 
work programs, Mr. Hooper said, 
will be reported in a comparative 
index. “This will be accomplished 
by turning our listener-diary 
cross-section of U. S. radio homes 
into a consumer panel upon com- 
pletion of the listening measure- 
ment.” 

The first such study will follow 
receipt of “the January-February 
filled-in listener-diaries from more 
than 3,000 homes...Using our 
‘Consumer Service Bureau’ letter- 
heads, we will inquire which 
brands, in each of a dozen classi- 
fications, are in use in these 
homes.” 


ws Mr. Hooper announced that Na- 
tional Broadcasting Co. has just 
subscribed to U. S. Hooperatings, 
developed by both the coincidental 
interview and diary methods. Other 


FREE REPRODUCTION RIGHTS 


...are included in your sub- 
scription to the Art Mart* 
Service. Send for details. 

*Classified Art for Every Use 
MART MART P.O. Box 2121 Dallas 1, Texas 


subscribers to the new service in- 
clude Brown Shoe, Carter Pro- 
ducts, Dancer-Fitzgerald-Sample, 
Gardner Advertising, General 
Mills, Gillette Safety Razor, Gulf 
Oil, Lever Brothers, Newell-Em- 
mett, RCA and Ralston-Purina. 

He was “astonished by the lack 
of information about comparative 
audiences reached by networks,” 
but added that this is due “to the 
absence, up to now, of truly na- 
tional network audience measure- 
ments.” 

U. S. Hooperatings have shown, 
for example, Mr. Hooper said, that 
the average evening audience lis- 
tening to once-a-week network 
programs is much smaller than in- 
dicated by the Broadcast Measure- 
ment Bureau. For winter, 1948, 
C. E. Hooper, Inc., found NBC’s 
average to be 5,557,000 listening 
homes; CBS 3,950,000; ABC 2,686,- 
000 and Mutual 1,618,000. The 
Hooper organization is translating 
these audiences into “cost per 
1,000 homes per program.” One 
factor is “the matching of ‘city’ ap- 
peal programs against opposing 
networks’ ‘rural’ appeal programs.” 


a Mr. Hooper took another of his 
perennial cracks at A. C. Nielsen 
Co. and its “Audimeter promotion.” 

“Though the Audimeter sample 
might qualify as conforming to 
controls such as size of community, 
size of family, income of family, 
etc.,” he asserted “to date the neces- 
sity of collecting tapes and other- 
wise servicing the Audimeters has 
precluded its sample being distri- 
buted with true representation of 
the distance and direction of the 
listeners’ homes from the transmit- 
ters. It, therefore, has failed to 
sample network radio’s major vari- 
able.” 

Nevertheless, the Hooper organi- 
zation still intends to “use an elec- 


tronic device when one is per- 


MORE THAN 


10192 stacks 


OF SILVER DOLLARS 


EACH AS HIGH AS 
THE EMPIRE STATE 
BUILDING! 


That's $137,644,000.00 
—the 1948 Buying Power of 


Lawrence, Massachusetts 


This rich market In the 
New England is served 


oy Myr heart of industrial 
y the Lawrence Eagle, only 


morning paper published in Essex County, and the - 
Lawrence Evening Tribune, with the largest circulation 


in the county. ABC 


figures total more than 36,000. 


Hundreds of national advertisers are cashing in on this 


lucrative market. 


the EAGLE - 
LAWRENCE, MASSACHUSETTS 


(CAPITAL OF WORSTED TEXTILE 
, WARD - GRIFFITH COlIx — NATIONAL REPRESENTATIVES 


TRIBUNE 


DUSTRY IN AMERICA) 


15TH ANNIVERSARY—On hand to help “Ma Perkins” celebrate her 15th birthday 

as a Procter & Gamble attraction are, left to right: Edwin Wolfe, director of the 

broadcast; William Ramsey, radio director, P&G; Orin Tovrov, writer of the show; 

William Craig, TV director for P&G, with Virginia Payne, who is better known as 
“Ma.” 


fected, for television measurement, 
not radio. We observe coincidence 
between tuning and looking which 
does not exist between tuning and 
listening,” he said. 

But Mr. Hooper said that this 
observation was based only on 
“sampling our own organization,” 
and did not derive from conclusive 
surveys. 


Open Educational 
Push for Kimsul 
Home Insulation 


NEENAH, Wis.—Full-page and 
half-page copy in American Home 
and Better Homes & Gardens next 
month will open Kimberly-Clark 
Corp.’s new educational campaign 
on Kimsul insulation. 

The promotion is based on the 
results of a study of buying mo- 
tives among insulation customers. 
The survey indicated that only a 
small percentage of buyers was 
“adequately familiar” with the 
functions and limitations of the 
various brands of insulation. 

It also disclosed a desire on the 
part of buyers to know more about 
insulation. As a result, a question 
and answer technique is used in 
the forthcoming ad copy. Sample 
testing has shown that the query 
technique permits the presenta- 
tion of a greater amount of pro- 
duct information in a more inter- 
esting manner than straight-sell 
advertisements. 

Foote, Cone & Belding, Chicago, 
is the agency. 


Motorola Names Stellner 


V. P. of Merchandising 

Walter H. Stellner, vice-presi- 
dent in charge of home radios and 
television receivers, has been ap- 
pointed vice- 
president of mer- 
chandising of Mo- 
torola, Inc., Chi- 
cago. He will su- 
pervise all set 
merchandising, 
including sales, 
advertising, mar- 
ket research and 
service. 

In 1937 when 
Motorola entered 
the home radio 
field, Mr. Stell- 
ner was made advertising man- 
ager of the home radio division 
and a year later was named pro- 
duct manager of that division. 
He headed the company’s Wash- 
ington, D. C., office in 1942. 


ATF Appoints O’Connell 

John H. O’Connell, formerly as- 
sistant to the vice-president in 
charge of public relations for all 
divisions of Curtiss-Wright Corp., 
has been appointed public rela- 
tions director of ATF, Inc., Eliza- 
beth, N. J. 


K]JR Appoints Reed 

Don Reed, formerly editor of the 
Hotel News of the West and Alaska 
Life, has been appointed promotion 
manager of Station KJR, Seattle, 
succeeding Maitland Jordon, who 
has been appointed to the new 


W. H. Steliner 


position of national sales manager. 


Journal-American 
Joins Ad Bureau 


New YorK—The New York Jour- 
nal-American, America’s most 
widely circulated evening news- 
paper, has joined the Bureau of 
Advertising, American Newspaper 
Publishers Association. ANPA 
membership is now approximately 
1,000, including Canadian news- 
papers. 

Other papers which have just 
joined the bureau include the 
Journal, Ottawa, Ont., Review- 
Tribune, Greensburg, Pa., and Tri- 
bune, Cheboygan, Mich. 

Among the surviving hold-outs 
from the bureau are the Albany 
Times-Union, Chicago Herald- 
American and New York Mirror, 
all Hearst newspapers, and the 
Atlanta Constitution. 


Harris to ‘Times Herald’ 

Les Harris, formerly advertising 
manager of Safeway Stores, Dallas, 
has been appointed to the newly 
created position in the Dallas 
Times Herald local display depart- 
ment as liaison man with agencies. 


Read Machinery to Long 

W. H. Long Co., York, Pa., has 
been named to direct the national 
advertising and public relations of 
the Read Machinery division of 
Standard Stoker Co., York. 


Thinshell Promotes Lehr 

Charles H. Lehr, advertising 
manager, has been named sales 
manager of Thinshell, Inc., Chi- 
cago candy division of Carr-Con- 
solidated Biscuit Co. 


Advertising Age, December 27, 19<8 


Auditors Vouch for 
‘Mirror’ Circulation 
Los ANGELES—Virgil Pinkley, ed 
itor and publisher of the Los Ange. 
les Mirror, last week fulfilled hi: 


promise to produce a report com- 
piled by independent auditor 


.| showing that the average net paix 


daily circulation of the Mirror fo 
the first nine weeks of publicatio) 
was in excess of 100,000. 

Mr. Pinkley, irked by a report i) 
Time which said the new publica- 
tion’s circulation “had plummete| 
below the 100,000 guaranteed to 
advertisers” and was “somewhere 
between 75,000 and 35,000,” brand- 
ed the report “erroneous... silly 
and farcical.” (AA, Dec. 20). 

He said that an internationally - 
known firm of auditors would sub- 
stantiate his contention that the 
circulation was above the guaran- 
tee. Ernst & Ernst, the auditors, 
last week, declared: “Based on rec- 
ords examined and information ob- 
tained by us, it is our opinion that 
the average daily net paid circula- 
tion of the Mirror for nine weeks 
ended Dec. 11, 1948, was in excess 
of 100,000.” The statement was 
dated Dec. 21. ~ 


Oil Men Appoint Wells 


Joseph B. Wells has been named 
executive director of the Inde- 
pendent Oil Men’s Association of 
New England,. Boston. He was 
formerly an executive of D’Arcy 
Advertising Co., Kling-Gibson Co., 
Tracy-Locke, Inc., National Retail 
Clothiers’ Association, Merchants 
Trade Journals, Inc., and presi- 
dent of Wells Advertising, Inc., 
marketing counselor. 


RFI Appoints Kelly 


Pat Kelly, who has been acting 
program director of Station KFI, 
Los Angeles, for the past three 
months, has been appointed man- 
ager of the program department. 


RES 


OF DIAMONDS 


RIGHT IN YOUR OWN BACKYARD 


There's untold wealth at your elbow! 
15 million Negroes spend 10 billion 
dollars a year on every type product! 


Reach this big buying public ape 
the Negro press. For information write 
Interstate United Newspapers, Inc., 545 
Fifth Avenue, N. Y., serving America’s 
leading advertisers over a decade. 
NOTE: We now have facts compiled by the 

® Research Co. of America on brand 
preferences of Negroes from coast to coast. 
Write now for this free information, 
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REVERE 
FOR 
COLOR 


Paul Revere 
America s First Engraver 


PHOTO ENGRAVING CO. 


7I2 FEDERAL STREET CHICAGO -S it- 
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duet! “Outdoor advertising gives us continuous 30-day repetition of 


my SAS highly penetrating selling power in every dealer point every month. 4g 


py the We have had definite and traceable results from every poster.” 


Bie 


N. F. LAWLER 
Director of Advertising and Sales Promotion 
NASH MOTORS 


This advertisement—one of a series now being 
placed in advertising publications—is paid for 
by a group of outdoor advertising companies in- 
terested in promoting a better understanding and 
greater appreciation of the medium everywhere. 


STANDARD OUTDOOR ADVERTISING INC. * 444 MADISON AVE. * NEW YORK 22, N. Y. 
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Central Registry 
Plan with BBBs 
Brings Results 


90% of Magazine Crews 
Now Sell Subscriptions, 
with No Complaints 


New YorK—In 192 cities 
throughout the country since Oct. 
1, the house-to-house sale of 
magazine subscriptions is not what 
it used to be—as far as the buyers 
are concerned, Edward L. Greene 
told AA. 

Mr. Greene, general manager of 
the National Better Business 
Bureau, also is chairman of the 


» Magazine subscription committee 


of the Association of Better Busi- 


exciting even an 
Greene said. 


es John J. Burke, director of the 
| National BBB’s magazine  sub- 
scription bureau, explained that— 
|although complete trend data are 
not yet available—of 323 crew 
managers’ registration forms sent 
| by bureaus and chambers in 
duplicate to both Central Registry 
and the national bureau, only 29 
listed one or more complaints. 

| Mr. Greene pointed out that 
“this is the first time the national 
bureau has put into effect a hori- 
zontal, national program with all 
local bureaus at the same time.” 
Involving also the cooperation of 
both magazine producers and dis- 
tributors, he added, it is also a 
thorough and widespread vertical 


program. 
Working with Mr. Greene is 
|Victor H. Nyborg, New York, 


|president of the Association of 
| Better Business Bureaus. 


Hodges during an interview on his 


B. F. Gladding Co., South Otselic, N. Y., 
in the fishing line business, disploys a striped bass, one of her trophies, to Russ 
“Scoreboard” 


television network. 


Advertising Age, December 


BIG ONE TELEVISED—Mrs. B. A. Coleman, vice-president in charge of sales of 


thought to be the only woman executive 


program over the DuMont 


ness Bureaus. “every community” as well as 
Bureaus in 92 cities and|® The Central Registry program,| their readers; emphasized that 
chambers of commerce in 100 it was emphasized, is predomi-| magazine publishers’ recognize 


non-BBB cities have been working | 


since Oct. 1 with the National 
Association of Magazine Pub- 
lishers’ Central Registry commit- 
tee, headed by Lowell Shumway 
ef McCall Corp., in a joint pro- 
gram—financed by $50,000 from 
the magazine industry—to im- 
prove sales methods of crews 
representing magazine subscrip- 
tion agents. 

“More than 90% of the crews 
now go through a city without 


nantly one of self-regulation by 
the magazine industry. Two years 
ago, NAMP published for subscrip- 
tion representatives a booklet on 
“The CR Plan.” It described the 
importance of the magazine indus- 
try, “why people read magazines” 
and why readers subscribe, and 
explained that CR registers and 
gets a pledge of fair and honest 
dealing from subscription agency 
representatives “to protect you and 
the public.” 

At the same time, CR published 
a brochure for the business public 
on “The Man Who Rings the 
Doorbell.” It featured a letter to 
NAMP from Mr. Greene, who said, 
among other things, that “‘house- 
| to-house canvassing, when it 
| follows sound standards of busi- 
| ness practice, is recognized as a 
| service to the public.” 
It showed that magazines serve 
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METROPOLITAN 


OAKLAND 


Oakland G2 Tribune 


SOPOCUAT ER REET -SUREP RCTS. CFE WORK Oe OHLTED FREED. GePEROe OATAT BOWS FOREIEE SEBTICE 


. CRESMER & WOODWARD, INC. — 
Representatives Including Sunday Magazine Section — 


| he 


| only 


public, and told how CR works, 
with the aid of bureaus and 
chambers to protect the public. 


w Since Oct. 1, however, the pub- 
lishers’ efforts with these two 
groups have been intensified: 

1. A form has been introduced 
for listing buyer complaints, copies 
of which are sent by bureaus or 
chambers to subscription agencies, 
CR and NBBB. 

2. CR has provided a bond re- 
quirement of $500 to guarantee 
delivery of subscriptions ordered. 

3. A penalty clause has been 
inserted, under which the agency 
pays up to $500 charges on “trans- 
gressions” of its representatives. 

4. Through NBBB’s magazine 
subscription division, the BBB’s, 
CofC’s and CR began publication 
in November of “Joint Report,” 
to tell at approximately monthly 
intervals the progress of the 
program. 


ws The first issue of “Joint Report” 
told what the public thinks of 
subscription sales talks. It repro- 


| duced a return postcard form used 


by McCall’s and Redbook which 


| ascertains from subscribers, among 
other things, whether or not the 


solicitor was courteous, whether 


or 


or bonus, or earning money for a 
special purpose, and whether or 
not the subscriber regarded such 
tactics as objectionable. 

McCall Corp. found that of 
39,733 subscribers who _ replied, 
272 or 0.7%, said they 
thought their subscriptions were 
taken in an objectionable manner. 

Other publishers also employ 
verification methods. 

Both the publishers and the 
subscription agencies, Mr. Greene 
said, are discouraging the ‘“vet- 
erans’ aid” and “charity” sales 
appeals. Fifteen million magazines 


their responsibilities to protect the | 


example. Fifty-five subscription 
/agencies in Central Registry are 
| cooperating. 

Magazines in CR which employ 
| their own sales crews also operate 
under the plan. Reports are made 
on all crews in these 192 cities, 
whether or not they are members 
of Central Registry. 

If subscriptions are not filled, 
or filled with the wrong magazine, 
|the CR agency makes an adjust- 
ment or refund. 


Sunware Maps Campaign 
for Night and Sun Glasses 


Sunware Products, New York, 
will launch a campaign in January 
for Rayex Televuer Nite glasses 
and Rayex sun glasses using the 
theme “Oh those carefree glare- 
free days and nights.” 

Ads will appear in Ebony, Es- 


Wire Uses Shown 
in New Bostitch 
Magazine Ad Copy 


WESTERLY, R. I.—Bostitch, man- 
|ufacturer of wire fastening ma- 
|chines, has launched the biggest 
campaign in its history, to sell 
industry via couponed copy in 
Collier’s, Time and The Saturday 
Evening Post, on fastening meth- 
ods that save time and money in 
a variety of fields. 
| The schedule, started this month, 
includes two-color half pages (re- 
|placing previous black-and-white 
quarter pages) in Collier’s and the 
| Post, and two-thirds color pages in 
| Time. 
| The ads feature an attractive 
booklet which cites case histories 
of firms which have successfully 
used Bostitch stapling products 
“to replace nails, glue, tape, tacks, 
|thread, pins, rivets and_ spot 
| welds.” Industrial executives are 
asked to send in for the free book- 
|let, and are promised the service of 
|275 field men in 112 key cities in 
the U. S. and 11 Canadian cities. 
The magazine copy, entirely 
separate from the company’s con- 
sumer campaign on _ office-type 
|stapling machines, carries thumb- 
|nail sketches showing actual use 
of wire fastening machines and a 
big coupon to plug the 16-page 
| booklet. 
James Thomas Chirurg Co., New 
| York and Boston, is the agency. 


Airline Advances Wright 


Ben Wright has been named di- 
rector of public relations of Ameri- 
can Airlines, New York and Amer- 
ican Overseas Airlines. He joined 
AOA two years ago as its director 


quire, Good Housekeeping, Holi-|of public relations and since Sep- 
day, Life, Look, New York Times| tember, 1948, has been acting di- 
Magazine, Sports Afield and The|rector of American’s public rela- 


she mentioned being a} 
| veteran, or working for a prize 


Saturday Evening Post. Griffin, | tions department. 
Appel Associates, New York, is the 
agency. 


Mathes Appoints Wight 


Read Hamilton Wight, formerly 
executive producer of American 
| Broadcasting Co. for “Stop the 
/Music” and a member of ABC’s 
television sales department, has 
been appointed director of the 
radio and television department of 
J. M. Mathes, Inc., New York. 


NBC Signs Studebaker 
Studebaker Corp., South Bend, 
|Ind., through Roche, Williams & 
|Cleary, Chicago, has signed to 
| Sponsor the Sam Hayes news show 
Monday, Wednesday and Friday 
|over an eight-station NBC western 
network, starting Jan. 3. The pro- 
gram is heard from 10 to 10:15 p.m., 
PST. 


| Buys Stanley Ovenette 


West Bend Aluminum Co., West 
Bend, Wis., maker of cooking uten- 
sils and giftware, has purchased 
the Stanley Ovenette from Stan- 
ley Savage Mfg. Co., Chicago. The 
purchase also includes the Gem 
Ovenette and the Stanley Electric 
Ovenette. 


are bought annually from house- | 


to-house crews. 


w When such a crew enters a city, 
the bureau or chamber executive 
now has before him a report form 
for name of crew manager, dates 
of starting and ending the local 
campaign, names and local hotel 
addresses of crew members with 
space for comments on the work 
of each. The repori—with space 
for checking “no complaints,” “no 
serious complaints,” and “no com- 
plaints worth mentioning, except 
as noted against solicitors’ names” 
—is signed by the crew manager, 
with “remarks” by _ the local 
bureau or chamber executive. The 
crew manager keeps one copy; 
others go to the local bureau, Na- 
tional BBB and Central Registry. 

The program, Mr. Greene ex- 
plained, is effective in checking 


'the high-pressure or “sympathy” 


efforts of individual solicitors be- 
fore other solicitors follow his 


Kemper Joins McCann 
| Raymond C. Kemper, formerly a 
|staff producer of Don Lee Broad- 


‘casting System, has joined the ra-| 
dio production staff in the Holly-| 


'wood office of McCann-Erickson. 


Dowd Promotes Gross 


| Ernest W. Gross has been ap- 
|pointed assistant to the president 
|of John C. Dowd, Inc., Boston 
| agency, effective Jan. 1. He joined 
|the agency six months ago as ac- 
count executive. 


| Harris Appoints Dunbar 

| William J. Dunbar has been ap- 
pointed space buyer of Harris D. 
McKinney Organization, Philadel- 
phia. 
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Newspaper Network 
Sees Radio Audience 
All ‘Fractionated’ 


New YorK—American Newspa- 
per Advertising Network has taken 
1 look at the condition of the radio 
,udience—in the latest of a series 
bf sales letters signed by Edward 
[). Madden, executive vice-presi- 
Hent—and found it “fractionated.” 

“While it’s true,” Mr. Madden 
aid, “that 94% of the families in 
he U. S. own radio sets, it is also 
rue that... of the 37,623,000 radio 
amilies, only 10,723,000, on the 
.verage, have their sets turned on 
n the evening (and only 6,622,000 
n the daytime) and four major 
1etworks, hundreds of independent 
‘tations and hundreds of advertis- 
ers are competing for the attention 
»f these ‘at-home-and-listening’ 
families. 

“This ‘fractionating of the radio 
audience’ (as the Federal Com- 
munications Commission calls it), 
has been sharply accentuated in 
recent years by the addition of a 
large number of new stations. Ac- 
cording to the FCC, the number of 
radio stations increased from 909 
in 1945 to 2,250 in 1947... or 146% 
in two years. There are 1,494 more 
stations now than there were in 
1940...an increase of nearly 
200%. 

“And more new stations are be- 
ing added every year. 


es “The rapid and continuing in- 
crease in the already large number 
of stations results, says the FCC, 
‘in the division of the radio audi- 
ence into smaller units.” 

On the other hand, Mr. Madden 
continued, while newspaper cir- 
culation is now at the record level 
of 51,673,000 weekdays and 45,- 
950,000 Sundays, “there are fewer 
newspapers in the country today 
than in 1940, or in 1930 or 1920.” 
This division of the newspaper 
audience into larger units “in- 
creases the value of newspaper 
space to the advertiser.” 

Although today there are more 
radio stations (2,250) than daily 
newspapers (1,769), both the na- 
tional and individual newspaper 
audience “is far greater than the 
radio listening audience,” he de- 
clared. 


Postal Boost Won't Curb 
Direct Mail: Tyroler 


Felix R. Tyroler, managing di- 
rector of the Mail Advertising Ser- 
vice Association, New York, has 
said that MASA, composed of di- 
rect mail producers, does not ex- 
pect the increase in postage rates 
to affect the volume of direct mail. 

Rates on first class have not 
been increased, Mr. Tyroler 
pointed out, and neither has the 1¢ 
minimum on third class. Users of 
heavier pieces will take advantage 


of the savings possible through use 
of Section 562 of Postal Laws and 
Regulations, he said. 


Dell Radio-Video 
Magazine Changes Name 

Dell Publishing Co.’s new radio- 
television magazine, formerly 
called Modern Television and Ra- 
dio, will become Radio Stars and 
Television, effective with the Feb- 
ruary issue. In New York, Dell of- 
ficials said sales under the old title 
were up to expectations but the 
original banner suggested a trade 
instead of a consumer publication 
to many people. 


Appoints Waterman 


Helene Curtis Industries, Mon- 
treal, manufacturer of Suave and 
other hair preparations, has named 
W. K. Waterman, with the com- 
pany since 1934, sales manager of 
the retail sales division. 


Hines Joins Polk 


C. Phelps Hines, formerly on 
the advertising staff of Wyandotte 
Chemical Corp., Wyandotte, Mich., 
has joined the creative staff of 
the direct mail advertising division 
of R. L. Polk & Co., Detroit. 


Melamed-Hobbs Adds Pacini; 
Two New Accounts Added 


Albert E. Pacini, formerly with 
Quality Park Advertising Agency, 
St. Paul, and before that operator 
of his own agency in Minneapolis, 
has been appointed an account ex- 
ecutive in the Minneapolis office 
of Melamed-Hobbs. 

The agency has been named to 
handle the advertising of United 
States Bedding Co., St. Paul, and 
Charles Mfg. Co., Minneapolis, 
manufacturer of upholstered furn- 
iture. 


Dexter Promotes Rizor 


Delbert A. Rizor, vice-president 
in charge of sales of Dexter Co., 
Fairfield, Ia., manufacturer of 
household washers, has been pro- 
moted to vice-president, assistant 
to President Tom B. Hunt. Harvey 
Hunt has been appointed sales 
manager. 


Mendte Takes Over Building 

J. Robert Mendte, Inc., Phila- 
delphia agency, has taken over 
the entire building at 317 S. 16th 
St. 


Gotham Adds Two Accounts 


Savage Arms Corp., Utica, has 
appointed Gotham Advertising Co., 
New York, to handle ‘advertising 
of Savage ice cream and frozen 
food cabinets. Buffalo Fire Ap- 
pliance Corp., Dayton, has named 
the agency to handle its export 
advertising. 


GF Airs ‘My Favorite Husband’ 


“My Favorite Husband,” the Lu- | 
cille Ball situation comedy, will | 
replace “Mr. Ace and Jane” in| 
the Friday night 8:30 p.m., EST, | 
spot starting Jan. 7 on CBS. Gen-| 
eral Foods Corp., New York, is the 
sponsor, Young & Rubicam, the 
agency. 


BURBANK, CALIF.— 


Population 76,681 
A Championship Market 


is the Home of Jim Jeffries 
Former Heavyweight Boxing Cham 
and Still a Champion Citizen at 7 


BURBANK DAILY REVIEW 
Burbank’s Only Daily Newspaper 


Est. 


190 


the many millions of yearly 
visitors. 


ATLANTIC CITY 


SPACE FOR YOUR MESSAGE | 


in the heart of the World's : 
Playground, Atlantic City 


YOUR ADVERTISING MESSAGE 


displayed on this bulletin at Pennsylvania 
Ave. & Boardwalk will completely cover 


Write for Details Today 


tlie eS 4,» 
4 


consumer- 


The RL. Maxwell M a, Adantic City. VS 
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Eacu day’s events can affect the profits of 
business and industry. 


A policy announcement by the President. 
A drought in a distant land. An impending 
strike in X-industry. 


To many a business, issues like this carry 
vital implications. New scarcities? An in- 
crease in demand? A hike in prices? New con- 
trol factors? A marketing bottleneck? An 
inventory squeeze? A narrowed profit margin? 


Each day the Journals of Commerce (New 
York and Chicago) spotlight all the significant 
news for business and industry. These complete 
daily business newspapers are edited solely for 
business, industrial and financial interests. 


Spot dispatches from a world-wide staff and 
exclusive business-angled news features, fun- 
neled down to the specific interests of man- 


agement executives. 


To the 200,000 Journal of Commerce read- 
ers this is the day’s most vital news. Each 
morning they scan their Journal of Commerce, 
interpret the facts and make decisions to 
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NEWS THAT SPARKS ACTION 


Executives plan business moves in the light of vital 
spot facts they get in the Journals of Commerce 
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Do you advertise a business product or service? A com- 


meet the indicated conditions. 


No other source of business news is as com- 
plete and authentic as the Journals of Com- 
merce, the daily newspapers that spark action. 


who DECIDE ... 


mercial or industrial commodity? A consumer product with 
a top-income market? Have you securities to sell in a market 
that has capital to invest? Do you have an institutional 
message for top management? 

Write or telephone for the Story of the Greater Journal of 
Commerce Market and rate cards. One order buys either or 
both, for sectional or nation-wide coverage. Get to the men 
in the dailies that HELP them decide. 


TOP MANAGEMENT’S GOOD RIGHT HAND 
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Canada and Pan 


| The Parable of the Half-Filled Barrel 


We have just been listening to 
a gloomy-voiced radio commen- 
tator whose dubious head-shaking 
is clearly visible without the aid 
of television. He has been telling 
us that the world is in the toils of 
“intelligent but misguided zealots 
who would break the back of civi- 
lization”; that business prospects 
are not good; and that as the forty- 
ninth year of the Twentieth Cen- 
tury hovers on the horizon, the 
mess that faces us is almost too 


_ horrible to contemplate. 


For some reason which only the 
parchiatrists can explain, his words 
of doom call to mind the homely 
story of the two gentlemen who 
gazed upon the contents of a bar- 
rel. The first, no doubt a forbear 
of our radio announcer, said sadly, 
“The barrel is already half empty.” 
The other looked pleasantly inside 
the same barrel and exclaimed en- 
thusiastically, “Why, the barrel is 
still half full.” 

In recent years, too few of us 
have noticed that the barrel is 
still half full; too many have la- 
mented that it is half empty. 

Perhaps this is as good a time 
as any to indulge in the old-fash- 
ioned notion of counting our 
blessings, to stop for a moment or 
an hour or a day from our com- 
plainings, and to assay our situ- 
ation with confidence and grati- 


tude, rather than with fear and 
foreboding. Because—just maybe— 
things aren’t quite as bad as we like 
to think they are. 

Maybe—the Communists won’t 
overrun the world. 

Maybe—there won’t be a World 
War III next month or next year or 
next decade, or even next century. 

Maybe—business won’t go all 
to pot, even if the wild buying 
sprees of the recent past are 
abated. 

Maybe—there won’t be business 
strangulation because of an ex- 
cess profits tax or an increase in 
the corporation tax rate. 

Maybe—most of the goblins we 
see under the bed aren’t really 
there at all. 

Maybe it’s a good time for all 
of us who have been moaning 
about how the U.S. A. is going to 
the dogs to consider for a moment 
if we can name any other country 
on the globe we’d rather be in. 

Maybe we might even go so far 
as to quote that motto that’s kick- 
ing around our office somewhere 
under a pile of unfinished work; 
the one that says: “Nothing will 
ever be accomplished if all possible 
difficulties must first be over- 
come.” 

And maybe we'd better stop with 
a traditional, but heartfelt, Happy 
New Year! 


The Story of Hershey Chocolate 


Hershey Chocolate Co., the one 
outstanding example of successful 
selling of branded impulse mer- 
chandise without the aid of ad- 
vertising, has been a sort of hair 
shirt for admen for several de- 
cades. The success of this “non- 
advertiser” has always been 
brought up to plague the adver- 
tising man who expounded too 
glowingly on the values and vir- 
tues of advertising. 

Hershey’s name has not been too 
prominently featured in the adver- 
tising and selling press. In fact, 
Executive Editor Mike Hughes’ 
definitive piece on the Hershey 
empire which appears in this is- 
sue is one of the few pieces on 
Hershey as a business which has 
ever appeared anywhere. 

Some will wonder why it should 
appear here. Our answer is simple: 
It is an interesting story, and one 
which all admen should know. 


No advertising man need ever 
be embarressed by Hershey’s suc- 
cess without the use of conven- 
tional advertising (although the 
company makes excellent use of 
point-of-sale material). The simple 
fact is that advertising is not nec- 
essary to business success. Neither 
are salesmen, or point-of-sale 
material, or even branded mer- 
chandise. Under proper conditions 
(rare, to be sure, but not un- 
known) business success can be 
achieved without any or all of 
these sales and marketing tools. 

But the fact also is that experi- 
ence has proven, in 999 cases out 
of 1,000, that it is easier and 
quicker to achieve business suc- 
cess with the proper use of these 
business tools than without them. 

It’s really as simple as that. The 
Hershey success need cause no sen- 
sible advocate of advertising the 
loss of a single minute’s sleep. 


—Electrical Merchandising 


“I'd demonstrate it, but we haven’t got a wall socket.”’ 


Price, Perhaps 

One of the things we didn’t 
get for Christmas was Camfield’s 
Blue Ribbon toaster, in Sheffield 
silver. We can’t understand it, un- 
less it was because the toaster 
only costs $150 (federal tax inc.). 

This toaster was quite a pro- 
duction. It gleamed like a hun- 
dred and fifty dollars, and came in 
an antique treasure chest of oak 
with metal bands. 

According to Camfield, the idea 
just naturally popped up from the 
public. Camfield had been claim- 
ing it represented “the best for 
the best,” and the public just 
demanded the world’s most lux- 
urious toaster. The toaster has 
sterling silver plates on either 
side for engraving initials or in- 
scriptions. 

This is all wonderful. But when 
the Ad-libber gets a $150 toaster, 
he wants a few more features, like 
a music box which will play 
“The Money Song,” and an electric 
cord with a bejeweled plug. 


Sheer Luck 

Herewith the Book of Knowl- 
edge ad, heralding the choice of 
the book as a Christmas gift. 


LUCKY BOY 


He got The Book of Knowledge 
last Christmas. This yeor his 
marks jumped from C's to A's. 


For a Christmas gift that helps 
your child forge ahead in school 


CALL VANDERBILT 6-0600° 
THE BOOK OF KNOWLEDGE 


This is what is known as a bet- 
ter-the-breed gift. We do not lack 
respect for the BofK, but the num- 
ber of small fry who will cherish 
the book over Howdy Doody shirts, 
Atomic Surprise Shure-Shots and 
a Flexible Flyer is limited. We 


hope. 


Jottings 
Charles D. Seymour, president 


of Yale University, told an alumni 


meeting in Hartford that Yale 
would never be satisfied with 
classes conducted by radio or tele- 
vision, and will shortly start weed- 
ing its undergraduate body, which 
now numbers 9,000 against a pre- 
war 5,500... 

Classic letter lines, from a mail- 
ing by Helena Rubinstein: “Know- 
ing your affection and esteem for 
this fabulous woman” 

Little known facts department: 
The secretary of Copy Cat Adver- 
tising, Hollywood, Cal. (where 
else?), is Berdie Stevens.. 

If you’re lucky enough to get 
a KLM calendar, you'll enjoy it. 
Its illustrations come from a spe- 
cially-carved puppet set, and it 
has a special Dutch stamp. 

Rome A. Betts has been named 
executive director of American 
Heart Association, and we trust 
no one will refer to him as Heart 
Betts... 

Flash: Leonard Trabue Assoc- 
iates, a publicity firm, has been 
assigned to the sponsored fire- 
works phase of the President’s 
inauguration Jan. 20... 

Julius Pollack & Sons, New York 
greeting card manufacturer, has 
developed a line of public rela- 
tions cards for use by manage- 
ment.. 

When Fox Advertising Co., 
Baltimore agency, added _ three 
new executives to its staff, it took 
a three-column ad in the Balti- 
more Sun to describe their back- 
grounds and point out that Fox’s 
25-man staff is geared to thinking 
up ideas to produce sales... 

A remarkably simple and dis- 
tinguished commemorative booklet 
was published by the Detroit News 
to celebrate its 75th anniversary 
and the binding is a beauty... 

Linton Bros., Fitchburg, Mass., 
has turned out a “brief case”’ filled 
with good selling ideas... 

The Peoria Star on Dec. 5 car- 
ried a record number of pages, 
100—and required more than 66 
tons of newsprint. 

Kiplinger is resilient. After 
taking one of the best publicized 
trimmings on election predictions, 
the company turned out a sales 
letter on Nov. 29 headed, “Do you 
know what’s ahead for you—and 
your business—under the ‘New’ 
Truman Regime?” ... 

The Washington Times-Herald 
turned out a nifty piece of resort 
copy promotion, featuring its re- 
sort manager, Myron Glaser (a) 
freezing in Washington’s winter 
weather and (b) happy in a re- 
oe 

The Egry Register Co., Dayton, 
sends letters to companies whose 
representatives call, saying “We’re 
always glad to have representa- 
tives visit us,” and going on with a 
solid sales pitch for Egry ma- 
chines... 


The following documents ma 
be secured without charge fror, 
companies sponsoring them or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St. 
Chicago 11. 


No. 3202. The Economic and Op- 
erating Advantages of Air 
Conditioning in Dental Offices. 

This study, issued by Oral Hy- 
giene Publications, reports the ex- 
periences and attitudes of 399 Ora! 

Hygiene readers whose offices are 

equipped with air conditioning. 


No. 3203. Complete Market Infor- 
mation About Iowa and the 
Des Moines Register and Tri- 
bune. 


In this folder, the Des Moines 
Register and Tribune provide 
daily and Sunday coverage maps 
with tabulated market data per- 
taining to both of the maps. The 
folder also includes tabulaticns of 
Iowa cities and towns of various 
populations, showing the number 
of families, circulation and per 
cent of coverage of the Sunday 
Register and the daily Register and 
Tribune. 


No. 3204. The Packaging Field and 
How to Reach It. 

Modern Packaging has issued 
this new 32-page study, the first 
part of a continuing analysis of the 
packaging market. In addition to 
information about types of mater- 
ials, machines, supplies, equipment, 
containers and services, the bro- 
chure includes data on the quan- 
tities of raw materials and finished 
products used by companies in the 
packaging field. 


No. 3205. Standard Market Data 
for Canton, Ohio. 

The growth of the Canton, O., 
market in the past eight years is 
reported in this folder, issued by 
the Canton Repository. It includes 
data on population, families, labor 
and sales of the city, county and 
retail trading zone, and is de- 
signed for use with a folder printed 
earlier in the year, covering the 
distribution story of the news- 
paper. 


No. 3197. Television and What the 
Motion Picture Industry is 
Thinking and Doing About It. 

This brochure, the fifth in Holly- 
wood Reporter’s “Facts About 

Hollywood” series, gives an ap- 

praisal of television and film by 

means of statements from execu- 
tives of the motion picture indus- 
try, networks, set makers, adver- 
tising agency heads and others. It 
includes a list of companies which 
have film services for televison. 


No. 3171. Work Clothing Survey. 
Purchases of work clothes, work 
shoes and gloves, brands purchased 
and brands observed in advertis- 
ing are tabulated in this report 
on a mail survey conducted by 
Wisconsin Agriculturist & Farmer 
among Wisconsin farm families. 


No. 3183. New Facts About Wash- 
ington, D. C. 

Illustrated with photographs, 
maps, charts and graphs, this 
booklet, issued by the Washington 
Times-Herald, is filled with up-to- 
date information on population 
growth, housing, employment, in- 
come and retail sales in the Wash- 
ington, D. C. market. It includes an 
analysis of newspaper circulations, 
reader expenditures, duplication 
and advertising cost-per-dollar. 
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Axiom: It’s the content of a magazine that attracts and holds a particular kind of reader. 


.. . Like a magnet, the useful content of 
U. S. NEWS & WORLD REPORT attracts and 
holds the interest of more than 375,000 
particularly important people*. . . Because no- 
where else can they get—so completely, so 


accurately and so conveniently organized —the 


basic news (that controls all business decisions). 


U.S.NEWS & WORLD REPORT attracts subscribers 
through the highly voluntary Direct-by-mail-to- Publisher 
method. No premiums, no field selling, no combination offers. 


“A market of more than 1,000,000 readers. 


U.S.News & World pth 
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Axiom: It's the content of a magazine that attracts and holds a particular kind of reader. 


. . . Like a magnet, the useful content of 
U. S. NEWS & WORLD REPORT attracts and 
holds the interest of more than 375,000 
particularly important people*. .. Because no- 
where else can they get—so completely, so 
accurately and so conveniently organized —the 


basic news (that controls all business decisions). 


U.S.NEWS & WORLD REPORT attracts subscribers 
through the highly voluntary Direct-by-mail-to- Publisher 
method. No premiums, no field selling, no combination offers. 


*A market of more than 1,000,000 readers. 
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Advertisers of home furnishings, housing equipment, 
electrical appliances, and radio and television sets, 


during the first ten months of 1948 placed 


3,613,304 in the Tribune 


This was 170% more than they placed in any other 
Chicago newspaper and 13% more than they placed 


in all other Chicago newspapers combined 


EN manufacturers, distributors and re- 
tailers give such notable preference to the 
Chicago Tribune you can be sure it is because 
they know from experience that the Tribune 
reaches most effectively the families who do 
the bulk of the buying in this market. 

Daily and Sunday in Chicago and suburbs, 
the Tribune delivers hundreds of thousands 
more circulation than other Chicago news- 
papers. Alone it delivers the full market circu- 
lation needed to take maximum advantage of 
metropolitan Chicago’s broader distribution of 
spendable income. 

In addition, the Tribune gives your promo- 
tion the regional circulation which builds con- 


sumer favor and dealer support thruout the 
multi-billion dollar greater Chicago market. In 
this market there are 756 cities and towns of 
1,000 or more population. On weekdays the 
Tribune is read by better than one out of every 
three of all the families in these 756 communi- 
ties. On Sundays, close to three out of five read 
the Tribune. 

The Tribune rates first with salesmen because 
it rates first with retailers. From experience, 
dealers know that hardlines move faster when 
they are backed with adequate schedules in the 
Chicago Tribune. Ask a Tribune representative 
to help you build a Chicago program that will 
sell more in 1949 and build solidly for the future. 


Chicago Tribune 


THE WORLD’S GREATEST NEWSPAPER 


CHICAGO TRIBUNE REPRESENTATIVES: A. W. Dreier, 810 Tribune Tower, Chicago 11; E. P. Struhsacker, 220 East 42nd St., New York City 17 
W. E, Bates, Penobscot Bidg., Detroit 26; Fitzpatrick and Chamberlin, 155 Montgomery St., San Francisco 4; also, 448 S. Hill St., Los Angeles 13. 
MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC., FIRST 3 MARKETS GROUP, AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 


NOVEMBER AVERAGE NET PAID TOTAL CIRCULATION: DAILY, OVER 970,000—SUNDAY, OVER 1,625,000 
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Advertisers of home furnishings, housing equipment, 
_ electrical appliances, and radio and television sets, 
_ during the first ten months of 1948 placed 


3,613,304 in the Tribune 


This was 170% more than they placed in any other 
Chicago newspaper and 13% more than they placed 
in all other Chicago newspapers combined 
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EN manufacturers, distributors and re- 
tailers give such notable preference to the 
Chicago Tribune you can be sure it is because 
they know from experience that the Tribune 
reaches most effectively the families who do 
the bulk of the buying in this market. 

Daily and Sunday in Chicago and suburbs, 
the Tribune delivers hundreds of thousands 
more circulation than other Chicago news- 
papers. Alone it delivers the full market circu- 
lation needed to take maximum advantage of 
metropolitan Chicago’s broader distribution of 
spendable income. 

In addition, the Tribune gives your promo- 
tion the regional circulation which builds con- 


sumer favor and dealer support thruout the 
multi-billion dollar greater Chicago market. In 
this market there are 756 cities and towns of 
1,000 or more population. On weekdays the 
Tribune is read by better than one out of every 
three of all the families in these 756 communi- 
ties. On Sundays, close to three out of five read 
the Tribune. 

The Tribune rates first with salesmen because 
it rates first with retailers. From experience, 
dealers know that hardlines move faster when 
they are backed with adequate schedules in the 
Chicago Tribune. Ask a Tribune representative 
to help you build a Chicago program that will 
sell more in 1949 and build solidly for the future. 


Chicago Tribune 


THE WORLD’S GREATEST NEWSPAPER 


CHICAGO TRIBUNE REPRESENTATIVES: A. W. Dreier, 810 Tribune Tower, Chicago 11; E. P. Struhsacker, 220 East 42nd St., New York City 17 
W. E, Bates, Penobscot Bidg., Detroit 26; Fitzpatrick and Chamberlin, 155 Montgomery St., San Francisco 4; also, 448 S. Hill St., Los Angeles 13. 
MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC., FIRST 3 MARKETS GROUP, AND METROPOLITAN SUNDAY NEWSPAPERS, INC, 


NOVEMBER AVERAGE NET PAID TOTAL CIRCULATION: DAILY, OVER 970,000—SUNDAY, OVER 1,625,000 
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Expenditures for advertising of home furnishings, housing equipment, 
and electrical appliances, including radio and television, in each Chicago 
newspaper, retail and general combined. 


FIRST 10 MONTHS 1948 


CHICAGO TRIBUNE PAPER B PAPER C PAPER D PAPER E 
$3,613,304 $1,335,979 $1,022,879 $808,487 $12,565 


By placing more of their promotion funds in the Tribune than in all other Chicago newspapers combined, retailers, distributors and 
manufacturers register their conviction that Tribune readers make up Chicago’s biggest and best market for consumer durables. 


Percentage of expenditures for advertising of home furnishings, housing 
equipment, and electrical appliances, including radio and television, placed 
in each Chicago newspaper, retail and general combined. 


FIRST 10 MONTHS 1941 AND 1948 


- lO FESO ETD. 
CHICAGO TRIBUNE PAPER B PAPER C PAPER D PAPER E 
39.3% 53.2% 27.0% 19.7% 18.1% 15.1% 15.6% 11.9% No Issue. 0.1% 
1941 1948 1941 1948 1941 1948 1941 1948 1941 1948 


Note the strong trend to the Chicago Tribune. In the 1941 period, the Tribune’s lead over the next Chicago newspaper was $350,451, or 
44.9%. In the 1948 period, the Tribune lead has been increased to $2,277,325, or 170.5%. This indicates that when you build your 
Chicago promotion around the Tribune you sell with greater effect today—and you build solidly for the future. 
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Two Join Newell-Emmett 


Peter White, formerly in the 
copy department of Zenith Radio 
Corp., Chicago, has joined New- 
ell-Emmett Co., New York, as a 
<opywriter. Daniel E. Provost III, 
former development accountant 
with Western Electric Co., New 
York, has joined Newell-Emmett’s 
public relations department. 


Reynolds to Air Cotton Bowl 


R. J. Reynolds Tobacco Co., 
Winston-Salem, N. C., through 
William Esty & Co., will sponsor 
the broadcast of the Cotton Bowl 
clash between Southern Metho- 
dist University and Oregon Uni- 
versity. The New Year’s Day 
classic will be aired over Mutual. 


Kennedy Valve to Rumrill 


Charles L. Rumrill & Co., Ro- 
chester, N. Y., has been named to 
direct the advertising of Kennedy 
Valve Mfg. Co., Elmira, N. Y., 
effective Jan. 1. 


BROAD COVERAGE 
FOR THE POLICY. 
MAKING EXECUTIVE 


TECHNICAL COVERAGE 
FOR THE ENGINEER 


*__) ESSENTIAL FOR THE ADVERTISER 
TO THE WHOLE DIESEL MARKET 


Buyers Market 
Okay, Packard 
Chief Declares 


Dealers Must Act Now, 
Greiner Insists; They 
Worry Over Credit Rule 


To._epo—There’ll be no reason 
for the shedding of any tears over 
the passing of the seller’s market, 
in new automobiles or other mer- 
chandise, Karl M. Greiner, vice- 
president and general sales mana- 
ger, Packard Motor Car Co., De- 
troit, told the Toledo Automotive 
Trades Association last week. 

He expressed the opinion that 
there will be what he called con- 
siderable fluttering before the na- 
tion and the automobile industry 
particularly “get solidly into a 
buyer’s market.” : 

“To tell you the truth,” he said, 
“T’ll be glad when we have to sell 
and sell and sell again. There will 
be no more black marketing, by 
greedy individuals as well as un- 
principled dealers. There will be 
no more reason for Macy commit- 
tees! 


ws “The automobile industry grew 
great on a buyer’s market—not on 
a seller’s market. More than 100,- 
000,000 motor vehicles have been 
produced in the past 50 years be- 
cause competition among compa- 
nies was strong and dealers had to 


’New York 19, N.Y 


2 West 45th Street, 


go out and sell their darndest to 
stay in business. 

“A buyer’s market is a normal 
market.” 

Mr. Greiner predicted that the 
buyer’s market would return by 


MEMO TO SPACE BUYERS: J 


The Pulling Power of 


Local Advertising { 


okay, >t Cannot 


Be seniors 


Tf you want your advertising to produce Maxi- 
mum Results, remember the Pulling Power of 
the Local Press is unmatched. This is particu- 
larly true in Akron where The Akron Beacon 
Journal has 100% family coverage of this rich, 


free-spending market. 


t 


Akron Buyers Live, Work, Read, Think and Buy 


locally. It is therefore 


necessary to appeal to 


them locally if you wish to get your share of 


Akron Sales. 


Hitch your sales promotions to a locally known 
quantity. It’s the sure way to make your adver- 


tising dollars pay the limit. 


KEPRESENTED NATIONALLY BY 


AKRON BEACON JOURNAL 


- JOHN S$. KNIGHT PUBLISHER 


cod 


BROOKS alee 


STORY tt 


makes, with the more expensive 
cars at the head of the procession. 


ws “Packard knows that,” he de- 
clared, “and Packard dealers are 
getting prepared. They’re better 
equipped now in sales and ser- 
vice than ever before in our com- 
pany’s 49-year history. As of Sept. 
30, the net worth of our dealers had 
increased 31.6% over the same 
date in 1947, and their working 
capital had climbed 36.8%.” 

He emphasized that demand can 
be strong in a buyer’s market, but 
that demand must be created and 
maintained through good sales- 
manship and advertising. 

“T’ve told our dealers,” he said, 
“that they should stop thinking 
about selling—and start doing 
something about it. Now! The ones 
who don’t get off their chairs and 
go to work will wake up some 
morning with a yard full of new 
cars and no customers. They won’t 
get any sympathy from me. 
They’ve had plenty of warning.” 


ws The Packard executive devoted 
a major portion of his address to 
marketing research, which he 
called “the foundation of good 
salesmanship.” He said marketing 
research is about 75% facts, data 
gathered from government’ and 
other recognized sources, and about 
25% “just plain horse sense.” 

“Marketing research isn’t the 
whole answer to any problem,” he 
said. “It is an excellent tool for 
management. There’s still no sub- 
stitute for brains, experience and 
judgment.” 

John R. Davis, vice-president of 
Ford Motor Co. in charge of sales 
and advertising, also recently de- 
clared that “I’m not sure return of 
a buyer’s market won’t be a good 
thing.” 

The Ford executive said he 
would welcome a normal market 
which would again place a pre- 
mium on a superior product rather 
than on production. 


WEST COAST DEALERS 
WORRIED OVER TREND 

SEATTLE—Regulation W, the Fed- 
eral Reserve Board’s control on in- 
stalment buying, has Seattle auto- 
mobile dealers worried—badly. 

What binds is not the require- 
ment that a new car buyer must 
plunk down one-third in cash, but 
the limit on 18 months to complete 
the purchase. 

A survey in mid-December of 
somewhat better than a dozen new 
car dealers brought almost uni- 
versal complaint that the 18-month 
limit was forcing large numbers of 
prospective buyers out of the mar- 
ket, particularly in the middle- 
price bracket. 


ws Dealers in what is now the mid- 
dle-price bracket—$2,400 to $3,500 
delivered at Seattle—were the 
strongest in protest against the 18- 
month restriction. With the addi- 
tion of the state’s 3% sales tax, 
insurance and similar _ costs, 
monthly payments for these cars 
run from $110 to $125 or more. 
And that, say the dealers, shuts 
out perhaps 70% of all families. 

Ford, Chevrolet and Plymouth 
dealers, able to keep monthly pay- 
ments generally under $100—some 
as low as $85—are mildest in their 
comment about Regulation W, but 
there is some indication that per- 
sons in middle-income groups who 
normally would be customers for 
the lower-priced new cars are out 
of the market and their place has 
been taken by persons of higher 
income moving down in the car 
scale. 


s The problem at Seattle is com- 
mon through the country, and one 
which the National Automobile 
Dealers Association has taken up 
with the Federal Reserve Board. 
But because of higher freight rates 
to the Far West, the problem here 
may be slightly more troublesome 


than at points nearer to Detroit. 


Advertising Age, December 27, 1948 


Jeeves addressing you. 


people. Quite improvident. 


you know. 


lhe Creative Wans Corner 


I’m sorry, really sorry, to inflict myself upon you. But, 
since I must, I wish to do so under no false pretenses. This is 


The Creative Man, as you must know—and as I have no- 
ticed on more than one occasion—has employed in writing 
his weekly stint conversations which he has had with me. 

I have, of course, not been averse to the publicity thus af- 
forded me, for—if I may be permitted to launder soiled linen 
in public—I don’t know exactly how much longer I can live 
on promises in lieu of pay. But, then, you know these literary 


In other ways, however, my job is not unexciting—and, I 
may say, quite instructive. I have learned, through my as- 
sociation with The Creature, to appraise what you Americans 
refer to as “ads” with a not uncritical and not unjaundiced 
eye. Saves me quite a few missteps, I must say. 

With all deference to my employer, however, I do feel 
that my association with hirm has made me little more critical 
than, by nature, I am—and, as I quite sincerely feel, most 
Americans are. The most credulous of all creatures, it has 
seemed to me, are the advertisers who quite blithely assume 
that hoi polloi will take, without the customary grain of salt, 
the particular kind of tripe they dish out. That last, may I 
say, is an Americanism which I do hope I have used correctly. 

Again, let me apologize for appearing in my—er—employ- 
er’s place. There was, unfortunately, no alternative. So, 
since I am here, let me wish you—both for himself and for 
myself—the happiest of New Years. I am sure, were he not 
recovering from a rather heavy round of holiday parties, he 
would have made you the same wish in person. 

And now, if you'll excuse me—and if the Frigidaire has 
manufactured a fresh tray of ice cubes—I shall return to 
the care of my employer. His ice bag needs a refill. Necessary, 


Dealers, meeting here Dec. 13, 
generally indicated approval of 
the one-third down payment but 
felt that on cars costing more than 
$2,000, the time payments should 
be spread over 24 months. Unless 
payments can be brought under 
$100 a month, dealers believe a 
big chunk of the market will be 
lost. 

The survey showed paradoxically 
that, in spite of complaints over 
Regulation W, a majority of sales 
is being made for cash. The ex- 
planation, said one dealer (Hud- 
son) is simple: The man who can 
afford to pay $125 a month out of 
income for a new car generally 
can afford also to pay cash. He 
doesn’t need to buy out of income. 
But the fellow of smaller earnings 
who has to buy out of income if he 
buys at all can’t make the monthly 
payments. 


Trane Names Treleaven 

Herbert M. Treleaven has been 
appointed sales manager of Trane 
Co. of Canada Ltd., Toronto, heat- 
ing specialist. He has been with 
the company since 1940. 


CBS Signs KDYL-TV 

KDYL-TV, Salt Lake City, has 
signed an affiliation contract with 
Columbia Broadcasting System. 
The network’s total on its video 
stations now stands at 20. 


Develops New Sign Process 


Texlite, Inc., Dallas, has de- 
veloped a new method of manu- 
facturing porcelain enameled 
signs, which makes possible the 
reproduction of multicolor illus- 
trations at lowered fabrication 
costs. The process permits use of 
several porcelain enamel colors 
with a maximum of three furnace 
firings. 


Ayer Transfers Two 


Charles Hogan, vice-president in 
the Hollywood office of N. W. 
Ayer & Son, will be transferred 
to the New York office after the 
first of the year. Rol Ryder, now 
account executive on Joyce shoes, 
will be moved to Chicago to work 
on the United Air Lines account. 


KTTV in Test Stages 


Station KTTV, Los Angeles, 
which will be on the air 15 hours 
a week following its inaugural 
telecast of the Tournament of 
Roses Parade and Rose Bowl Game 
on Jan. 1, is now broadcasting test 
patterns six hours daily, except 
Sunday. 


Thomas Cort Joins Durex 


Thomas D. Cort, formerly with 
the export division of Carter Prod- 
ucts, New York, has been ap- 
pointed assistant to the general 
sales manager of the Scotchlite 
division of Durex Abrasives Corp., 
New York. 


e wear well... 


This agency is a compact service group of 5 specialized 
principals . . . copy, layout, media, research and production. 
As such, we could work out of one corner of a large agency, 
but we happen to enjoy running our own show. Individually, 
we are not the greatest brains in this screwy business, but in 
four good years we have learned to work well together. We 
believe people are important, but never as important as the 
things they do and how they do them. We have kept our 
performance high, the client’s costs modest. We wear well. 
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IN THE RICH SPOKANE MARKET 


aD Spokane Baily Chronicle 


4 ERE is your key to more advertising and sales profits in 
one of the West's top markets. 


The Spokane Market — as large as New England — is 


composed of parts of four states and bordered on all four sides 


by great mountain ranges. Because Spokane, the hub of this rich 


market, is over 300 miles distant from any city of comparable 


Advertising Representatives: Cresmer & Woodward, Inc., New York, Chicago, Detroit, 


size, residents of the Spokane Market look to the two Spokane 
Dailies for news of the nation, world and community. These pros- 
perous Pacific Northwest folks, and there are more than 800,000 
in the fast-growing Spokane Market, enjoy a high standard of 
living that puts them actively in the market for a wealth of manu- 
factured products. Do they buy? Yes indeed! For example, their 
combined purchases in 1947 placed Spokane Market Retail Sales 
at a high exceeding that of all states but fifteen. This is only 
natural when Gross Market Income in the same year pushed 


well over the billion dollar mark. 


When selling in the Pacific Northwest, be sure to tell your story 
to the buy-minded residents of the Spokane Market. Your key 
to a full sales quota is a consistent schedule in The Spokesman- 


Review and Spokane Daily Chronicle. 


Combined Daily 
CIRCULATION 


Now Over 


150,000 
61.84% UN-duplicated 


Los Angeles, San Francisco. Color Representatives, SUNDAY SPOKESMAN- 


REVIEW Comic Sections: Metropolitan Group. 
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Ad Bureau Promotes Mooney 


Wayne Mooney, field research 
manager of the Bureau of Adver- 
tising, American Newspaper Pub- 
lishers Association, New York, has 
been appointed a member of the 
bureau’s national sales staff. Rich- 
ard Blun, assistant field research 
manager, succeeds Mr. Mooney as 
field research manager. 


(Simpson-REILLY, LTD. | 
Publishers Representatives 


SINCE 1926 


LOS ANGELES GARFIELD BUILDING 


SAN FRANCISCO RUSS BUILDING 
SEATTLE NEW WORLD LIFE BLDG. 


$70,000 Macaroni 
Promotion Planned 


MINNEAPOLIS—The National Ma- 
caroni Manufacturers Association 
will hear details of a $70,000 maca- 
roni promotion plan at its midyear 
meeting at Miami Beach, Fla., Jan. 
24-25. 

C. L. Norris, vice-president of 
Creamette Co. here, and president 
of the association, said that a re- 
commended plan will be presented 
by one of six advertising and pub- 
lic relations firms that bid for the 
account. He indicated that one of 
the six was selected by a tempo- 
rary NMMA publicity committee, 
but did not disclose the name of 
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Published bi-monthly at Milwaukee, Wis. 


the one selected. 

Mr. Norris said that at least 
$70,000 would be spent, that much 
having been pledged by companies 
representing 70% of macaroni pro- 
duction in the U. S. The association 
plans to establish headquarters in 
Chicago next month. Robert M. 
Green is public relations director. 


Marketers Elect Mendes 


Robert I. Mendes, Pacific Gas 
& Electric Co., has been elected 
president of the northern Cali- 
fornia chapter of the American 
Marketing Association. Other new 
officers named for the coming 
year include: Lewis W. Forman, 
Standard Research Institute, and 
Raynor Jonason, Shell Oil Co., 
vice-presidents; Ralph G. Cahn, 
agency owner, secretary, and John 
Louth, McKinsey & Co., treasurer. 


Breuner’'s Names Westeren 

Cy Westeren, formerly sales pro- 
motion manager of the Emporium, 
San Francisco department store, 
has been appointed sales _ pro- 
motion manager of Breuner’s, Oak- 
land furniture store. 


For years we at Artkraft*, the nation’s sign headquarters, 
have recognized the need of a high quality, effective, outdoor neon illuminated sign for 
those merchandisers with a multiplicity of outlets, whose budget dictates a low cost sign, 
if such signs were to be used at all. To this end we have spent thousands of dollars on 
research and development and, as a result, 


*« NOW 


prounry ANNOUNCES 


THE CREATION OF A SIGN ENTIRELY NEW IN CONCEPT 


THE SENSATIONAL WVATU-MASTER 


AT NOT JUST A SMALL SAVING—BUT, 


| * = Merace thebes * 


Yes —at half the price of the lowest cost neon illuminated sign we have ever offered 
and at %4 or % the cost of that used by many of our present customers. This despite the fact 
that Artkraft* values have always been recognized as the greatest! 

With this remarkable development we anticipate many brand new users of neon 
sign advertising who never thought they could afford a sign program and that many present 
users will employ the Valu-Master to supplement and greatly expand their present identifi- 


cation program! 
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1133 EAST KIBBY STREET 
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LIMA, OHIO, U.S. A. 


Please send details on the new 
Artkraft* Valu-Master. 


QUALITY PRODUCTS FOR OVER A QUARTER CENTURY 


* Trademork Reg. U.S. Pot, Of, 


When the Kansas Flying Farmers, 600-strong aggregation of rural 
flying enthusiasts, hops off for a two-week vacation by light plane in 
Mexico next month, Charles Howes, promotion manager of Kansas 
Farmer and Missouri Ruralist, will be flying along. Kansas Farmer 
sponsored the organization and Howes, an enthusiastic flyer who uses 
a plane regularly for business, helped make arrangements for the mass 
flight, which includes an audience with President Miguel Aleman. . . 

A new gold watch, appropriately engraved, is now in the possession 
of Walter Gibson, space buyer of Caples Co., Chicago. It was presented 
on his 25th anniversary with the agency by executive v.p. Ralph 
Hartsing on behalf of R. C. Caples, president. . . 

Seventy-third member in the Massachusetts area of Sylvania Electric 
Products’ 25 Year Club 
is James R. Duffy, as- 
sistant ad manager in 
Salem. He received an 
engraved Hamilton 
watch, token of club 
membership, on Dec. 
a 

Maxon, Inc., New 
York, does its best to 
get all of its clients 
into the act whenever 
it can. John L. Moone, 
president of Snow Crop 
Marketers, a Maxon 
account, appeared in 
ads in New York pa- 
pers last week prais- 
ing the hair snipping 
and shaves of Terminal 
Barber Shops, another 
Maxon client. . . 

The Broadcast Meas- 
urement Bureau’s 
youngest and newest 
subscriber is Edward 
Feltis, born on Dec. 11. 
The proud father is 
BMB President Hugh 
Feltis. . . John H. Mc- 
Neil, general manager 
of WNJR, Newark, 
N. J., donned his Santa 
Claus outfit on Dec. 18 
and distributed gifts at 
the 21st annual Christ- 
mas party for the Sal- 
vation Army home for 
working women, given by the Advertising Women of New York. . . 

Harold E. Sutcliffe of Hicks & Griest, New York, became engaged 
Dec. 13 to Marilyn Lohman of Tenafly, N. J. . . One of New York’s 
prettiest debutantes this season is Ann Geoghegan, daughter of Anthony 
Geoghegan, vice-president and media director of Young & Rubicam. . . 
Mrs. T. O. Thackrey, owner and publisher of the New York Post Home 
News is a grandmother. Her daughter, Mrs. Arthur Gray, became the 
mother of a boy on Dec. 3. . . 

E. Willis Jones, Chicago typographical designer, was interviewed on 
WGN Christmas Day about his collection of books about Christmas, 
which have been on display at the Chicago Public Library during 
December. . . Two J. Walter Thompson executives, Kenneth J. Ward, 
v.p., and Alton D. Farber, account executive, have been appointed chair- 
man and co-chairman, respectively, of the public relations committee of 
the Chicago Heart Association for its "49 fund-raising campaign. . . 

Bert Carpenter, advertising and promotion manager of Dorothy Gray 
Ltd., New York, for the past eight years, is taking a year’s leave of 
absence on doctor’s orders. He sails for southern France Jan. 12. . . 
Edward H. Butler, editor and publisher of the Buffalo Evening News, 
has been reelected v.p. of the Buffalo Council, Boy Scouts of America. . . 

The first official landing opening Chicago’s Northerly Isle airport was 
made by Merrill Meigs, v.p. of Hearst Corp. and chairman of the Chi- 
cago Aero Commission. Eugene McDonald, president of Zenith Radio 
Corp., was one of his passengers. . . A. G. Anderson, advertising and 
promotion manager of Gibson Art Co., Cincinnati, has just completed 
30 years in the greeting card business. He started with the old Buzza 
Co., in Minneapolis. . . 

“Santa comes early to the Shaws,” is the heading of a combination 
Christmas greeting (“in anticipation of busy days ahead”) and the an- 
nouncement of a baby girl born Dec. 3 to Howard Shaw, of Wilson, 
Haight & Welch, New York, and his wife, Bette. . . 

The numerous friends of Joe Bolton helped him celebrate his 75th 
birthday on Dec. 17 at a surprise party and gave him some wonderful 
gifts. Joe, assistant to Charlie Green, managing director of the Adver- 
tising Club of New York, joined the club in 1927 as secretary. . . C. L. 
Fountain, ad director of the Lancaster Newspapers, Lancaster, Pa., and 
chairman of the Pennsylvania Newspaper Publishers’ Association’s ad- 
vertising committee, has been initiated into the national honorary ad- 
vertising fraternity of Alpha Delta Sigma at State College, Pa. . . 

Sam O. Youngheart, executive vice-president of Warwick & Legler, 
New York, has been appointed chairman of the national advertising 
participation committee in connection with President Truman’s in- 
auguration. . . 

Laurence O. Pratt, account executive of Batten, Barton, Durstine 
& Osborn, Boston, has been elected to the board of trustees of the 
Massachusetts Memorial Hospital. He is also a trustee of the Com- 
munity Workshop and was public relations chairman of the 1949 cam- 
paign for the Greater Boston Community Fund drive. . . 

Edwin W. Craig, chairman of the board of WSM, Nashville, has been 
reelected chairman of the board of the Institute of Life Insurance. . . 
Thomas A. Koppel Co.’s v.p., Andrew J. Hendry, was elected master 
of Publicity Lodge No. 1,000, A. F. & A. M., New York, Masonic lodge 
of advertising men. Edward F. Gerish, research director of Marschalk 
& Pratt, was elected senior warden, and Wes Jones, promotion manager 
of True Story, was elected treasurer. . . 


BERMUDA HONEYMOON—Mr. and Mrs. Ken Reed 

Dyke enjoying the sunshine in Bermuda on their 

recent wedding trip. Mr. Dyke is administrative 
vice-president of National Broadcasting Co. 
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The Transition of GRIT 
continues 


(anil 


* Keeping abreast of the times 
is characteristic of GRIT, Since 1882 many 
Small Town publications have come and 
gone, but GRIT has grown and prospered, 
until today it stands alone as the one 
publication concentrating its circulation in 
True Small Towns of less than 1,000 population. 


This market comprises 12% of the total city 

and town population of the United States. 

Urban Publications do not provide adequate A 
coverage in it— GRIT is a must on all : 
national lists. 


In 1944 GRIT announced a change in format 
—an increase in price to the reader. 
Today circulation and advertising revenue 
are at the highest peak in GRIT history. 
Now GRIT is on the move again. 
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Architect Plans 
‘Shop from Auto’ 
Retail Center 


Auto Lanes Which Pass 
Service Windows Added 
to Parking Facilities 


Cuicaco—A new-type auto shop- 
ping center, designed to permit a 
variety of shopping without the 
need for getting out of a car, will 
be built on Chicago’s north side 
next spring. 

To be known as the Lincoln 
Road Shopping Center, the pro- 
ject will extend more than 1,000 
feet along Lincoln Ave. from Kim- 
ball Ave. and McCormick Blvd. to 
a point one block north of Peter- 
son Ave. It will be built entirely 
for rental purposes by the Chicago 
real estate firm of Schoenlank and 
Kirschner, Inc., from plans and 
ideas developed by Howard T. 
Fisher & Associates, Inc., archi- 
tectural, engineering and indus- 
trial design organization. 

Major difference. between the 
projected center and conventional 
shopping center design of recent 
years will be the addition of car- 
shopping lanes within the center, 
which, combined with pick-up 
windows for packages, sales win- 
dows and other conveniences, will 
permit much of the normal shop- 
ping routine to be followéd without 
parking, and without the customer 
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leaving his car. 


ws The idea for in-car shopping 
stems from the belief of lean, 
lanky architectural “free thinker” 
Howard Fisher that “it is merely 
an historical accident that millions 
of dollars of merchandise are sold 
through filling stations,” and his 
further belief that “there is noth- 
ing essentially different between 
the purchase of five gallons of 
gas or a quart of oil and the pur- 
chase of a quart of ice cream, and 
nothing that makes it more ap- 
propriate to buy one while sitting 
in your car and the other only 
while on foot.” 

Mr. Fisher, whose architectural 
ramblings are sufficiently indi- 
cated by the fact that he was the 
founder and for several years pres- 
ident of the first prefab house 
company, developed his philosophy 
of in-car shopping after he was 
asked to help select a site for a 
shopping center in Skokie, a Chi- 
cago suburb, a couple of years ago. 


“I started playing around with 
sketches of the center while va- 
cationing in a little house I own 
in Mexico,” he explains. “Pretty 
soon I found myself analyzing the 
local Mexican market and the dif- 
ferences between that market and 
our own shopping centers. It was 
easy, convenient and pleasant to 
shop down there. 

“The difference, of course, was 
a matter of automobiles. And so 
it came to me: How can we make 
maximum use of the auto where 
it should be used, in a shopping 
sense, and at the same time keep 
it out of where it does not belong?” 


e Mr. Fisher was so excited at 
the concepts engendered by this 
thought that he forthwith dictated 
a steady stream of notes and com- 
ments for eight hours, and subse- 
quently spent some $15,000 of his 
own and his firm’s money de- 
veloping ideas. Then, a year ago, 
he started spot checking his rather 


general ideas with realtors, mer- 
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TYPOGRAPHY 


Brilliant advertising copy and illustration require 


brilliant typographic support to sparkle 


on the national advertising page. RTK typographers 


have the type faces, the type skill, and the taste to 


match the art and copy creations of 


America’s champion agencies and advertisers. 
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520 WORTH DEARBORN STREET + CHICAGO 10 


chants, business men. Just before 
he got ready to confront his Skokie 
client with the results of all this 
cogitating and investigating, the 
client was killed in an auto ac- 
cident and the project died with 
him. 

But Mr. Fisher went right on 
exploring the “historical accident” 
of in-car buying at filling stations, 
and when Schoenlank and Kir- 
schner decided to develop a shop- 
ping center on Chicago’s Northwest 
side, Mr. Fisher was ready. The 
plans he has developed for this 
project, which he hopes will be 
in operation some time next year, 
are naturally adapted to the par- 
ticular site, but he has drawn sim- 
ilar plans, and even constructed 
a scale model, for other in-car 
shopping centers which he vis- 
ualizes as springing up rapidly 
throughout the country. 


s Physically, he says, it is pos- 
sible to do 100% of one’s grocery 
and drug shopping, and many 
other kinds of day-to-day shop- 
ping, without ever getting out of 
one’s car, but he doesn’t believe 
women will do it. So his shopping 
center is designed to let them do 
their shopping from their cars, or 
on foot, as the mood and the oc- 
ecasion strike them. The Lincoln 
Road center will have conven- 
tionally designed stores and facili- 
ties, including a conventional the- 
ater, served by a huge series of 
parking lots. But in addition it 
will include automobile shopping 
lanes, enabling quick shopping er- 
rands, such as leaving or picking 
up laundry, shoe repairs, etc., 
without leaving the car, and it 
will also enable the shopper to 
drive past “delivery spots” where 
the week-end supply of groceries 
can be loaded directly into the car. 

The center will be constructed 
on two levels, with a truckway 
within and across the front of 
the building at lower level, below 
street level, and an open depressed 
auto lane for shoppers at the 
back. This lane will be spanned 
by light pedestrian bridges at 
street level, connecting the center 
with the rear parking area. Here’s 
how Mr. Fisher visualizes a typical 
shopper’s tour through the center: 


a “First, she may drive in and, 
without getting out of her car, 
eash a check at the currency ex- 
change and leave a pair of shoes 
to be reheeled at the shoe repair 
shop, and a prescription to be 
filled at the drugstore. She may 
then park her car conveniently 
nearby in order to chose a scarf 
at the apparel shop, get a manicure 
in the beauty shop, and do any- 
thing else that demands other than 
a mere order or quick selection. 
She may then select at the super- 
market all of her purchases for 
the coming weekend and have 
them conveyed to a pick-up win- 
dow on the lower level. Her next 
step, upon returning to her car, is 
simply to drive through the auto- 
shopping lanes, pick up the shoes 
she left to be reheeled, the pre- 
scription she left to be filled, 
perhaps buy a quart of ice cream 
and a house plant, and have her 
purchases at the supermarket 
‘oaded directly into her car.” 

If she wants items that do not 
require prolonged selection, Fisher 
says, she won't have to get out 
of her car at all. She need only 
drive through the auto-shopping 
lanes to the proper windows, order 
and receive the articles wanted, 
and drive on. 


s But Architect Fisher, for all 
his experimental outlook, insists 
that he is a realist. Auto shopping 
will not be forced on any one, 
including the retailers who rent 
space in the project. It will be 
available, but no drastic shopping 
innovations are planned, such as 
open displays within reach of car 
drivers, or central check-out points 


at the end of auto lanes. Mr. Fisher 


SHOP FROM AUTOS—How shopping without getting out of the car may be accom- 

plished at the Chicago shopping center on which work will begin in the spring. 

On the lower level are “auto-shops,” serving a one-way traffic stream from which 

convenience purchases can be made right from a car; on the upper level is a 

pedestrian bridge connecting conventional parking facilities with upper-level shops 
in the center. 


HOW IT MIGHT LOOK—This model developed by Architect Fisher is not for the 

Chicago shopping center on which construction will start in the spring, but gives a 

good over-all idea of how an “auto-shopping center’ might operate. The highway 

frontage is at the top of the photo, with parking space provided on three sices of 

the central buildings, which are connected with the parking space by pedestrian 

bridges crossing the depressed auto lanes available for those who want to shop with- 
out leaving their cars. 


thinks these things are probably 
practical, but he prefers to move 
a step at a time. 

To those who insist that auto 
shopping will cut down the aver- 
age store sale by eliminating im- 
pulse buying, Mr. Fisher admits a 
possibility in this direction, but 
insists that faster shopping for the 
woman in a hurry, and greater 
capacity due to elimination of 
some shopping parking, will more 
than offset the loss of impulse 
sales by attracting a larger shop- 
ping traffic. To those who see 
some necessity for greater store 
personnel to handle auto-shopping 
lanes, Mr. Fisher says the added 
labor cost should be at least offset 
by savings in carry-out personnel 
and smoother and more efficient 
operation at check-out counters. 


ws The move toward auto shopping 
will intensify the value of brands 
with strong consumer acceptance, 
he says, and will also ultimately 
prove the means of rehabilitating 
existing shopping centers in the 
centers of towns, he believes. 
“The whole traffic and parking 
problem is now so bad that it is 
bound to get better,” Mr. Fisher 


says, asserting that the “period of 
maximum strangulation” of auto 
traffic will be reached, nationally, 
within the next five years. The 
problem will then be so bad, he 
believes, that it will have to be 
solved; and one solution, to his 
mind, is the speeding up of shop- 
ping by providing facilities which 
make it possible to make conven- 
ience purchases without getting 
out of the car, in exactly the way 
gasoline and oil are purchased. 
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TRANSCRIPTION MASTERS + REFERENCE RE. ORDING 


Ranks high 
in Drug Sales 


agement) 


ALLEN-KLAPP CO. e 


In the 100,000 to 250,000 population group of 
cities in U. S., Fort Wayne ranks 34th in popu- 
lation but ranks 27th in drug sales. 


Home Coverage: 99% of Fort Wayne plus 48% of 
ABC Trading Area. Write for market map. 


THE NEWS-SENTINEL 


FORT WAYNE, INDIANA 


(Sales Man- 
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Atlantic City Plans 
Five-Year Promotion 
to Attract Visitors 


ATLANTIC City—Plans for an 
expanded advertising and promo- 
tion campaign, culminating in a 
100-day celebration of Atlantic 
City’s centennial in 1954, were re- 
vealed here by the Promotion and 
Publicity Council of the Chamber 
of Commerce. 

The five-year project would be 

financed by earmarking 10% of 
the proceeds of the city’s 3% lux- 
ury tax, which brought in a total 
of $1,700,000 in its first year of 
operation, and by a “Centurion 
Club” whose members would chip 
in $100 each per year. 
* Under the plan, the funds would 
be administered by business men 
“familiar with the use of adver- 
tising.”” Emphasis would be placed 
on “institutional advertising” of 
the resort’s facilities. 


ws The program is designed to sup- 
plement, and not replace, the city’s 
present promotion campaigns and 
the individual advertising budgets 
of the major hotels. Hotel men 
claim that they alone spend more 
than $1,000,000 annually for pub- 
licity and advertising. 

Motivating force behind the plan 
is apparently a fear that Atlantic 
City may lose some of the “off- 
season” convention business which 
keeps the city alive from October 
to June. In its report, the council 
said that “every large business 
invests a certain percentage of its 
income in advertising and pro- 
motion to insure continuity of the 
business—and Atlantic City is big 
business.” 


ws “The city and the hotels have 
always spent liberally on adver- 
tising and promotion campaigns 
and, judging from results, our 
past efforts have been fairly ef- 
ficient,” the report continued. “But 
we are now entering a more 
highly competitive period than 
ever before, and this calls for a 
more intensified and _ sustained 
campaign to attract visitors.” 

In an address before an Ex- 
change Club luncheon, Frank W. 
Amstutz, executive secretary of the 
Atlantic City Hotel Association, 
said a drop in convention busi- 
ness is to be expected. He pointed 
out that several cities, such as 
New York, Chicago and Cleveland, 
which could not accommodate 
large gatherings immediately after 
the war, are now seeking conven- 
tion business. 

Mr. Amstutz also urged that 
10% of the luxury tax proceeds 
be allocated to advertising. “We 
have a package to sell,” he de- 
clared. “There is no doubt we can 
get business if we go after it.” 


Rumage Elected V. P. 


George V. Rumage, advertising 
sales director and director of 
Young America, New York, has 
been elected vice-president in ad- 
dition to his other duties with the 
publication and Young America 
Films, Inc. 


Heller Opens Agency 

Jay Heller has opened his own 
advertising agency with offices in 
the Western Merchandise Mart 
building, San Francisco. 


Drops Multicomb Account 
Larry Pendleton & Associates, 
Glendale, Cal., has resigned the 
—- of Multicomb, Inc., Pasa- 
ena. 
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Joseph Jonas Names Lane 


Joseph Jonas, Inc., national mail 
order cigar advertiser, has named 
Lane Advertising Agency, New 
York, to direct its advertising. Na- 
tional magazines and newspapers 
will be used. 


Selby Appointed V. P. 


Robert B. Selby, San Francisco 
manager of Smith, Bull & Mc- 
Creery, has been named a vice- 
president. On Jan. 1 the agency 
will move to larger offices at 522 
Powell St. 


Vitro Appoints McCarty 


Vitro Mfg. Co., Pittsburgh, man- 
ufacturer of colors and chemicals 
for the ceramic industries, has ap- 
pointed the Pittsburgh office of 
McCarty Co. to handle its adver- 
tising and sales promotion. Busi- 
ness papers and direct mail will 
be used. 


Direct Mail Sets Meeting 


The Direct Mail Advertising 
Association will hold its 1949 con- 
ference at the Congress Hotel, 
Chicago, Sept. 21-23. 


American Promotes Blake 


Norman P. Blake, executive as- 
sistant to the vice-president in 
charge of sales, has been named 
European sales manager of Amer- 
ican Overseas Airlines, making his 
headquarters in London. He suc- 
ceeds Jacques de Sibour, whose 
new executive assignment will be 
announced later. 


Zimmer Appoints BSF&D 


Zimmer Boat & Trailer Co., De- 
troit, has appointed Brooke, Smith, 
French & Dorrance, Detroit, to 


handle the advertising of the com- 
pany and its wholly-owned sub- 
sidiary, National Trailer Corp., 
Elwood, Ind. 
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? Cou can't cover California’s Bonanza Beeline 
without on-the-spot radio 


Your sales story may be strong. But is it being heard? That’s 
your problem in the Bonanza Beeline—the 314 Billion 
Dollar market of inland California and western Nevada. 
Because you can’t sell Beeline people with outside radio. 
Living inland, they naturally have strong local interests. . . 
and favorite local radio stations. 


So to be heard in the Bonanza Beeline—where annual 
retail sales top those of Philadelphiat—-use on-the-spot 
radio. Schedule the five BEELINE stations. 


Together they blanket the whole area. . . individually 
they’re long time local favorites. Bakersfield people, for 
instance, have been listening to KERN since 1932. And 
BMB shows KERN’s city audience as 81% daytime, 
94% at night. Ask Raymer for more BEELINE facts. 
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“Glutz Gadget Gets 
New Ad Mgr.” 
(AA, Nov. 15) 


I read with lively interest 

Each “New Appointment” item, 
And tip my homburg to the tact 
Which Ye Eds use to write ’em. 


There’s nothing startling in the 
words, 

“George Kallikak’s assigned 

To take the post which has been 
held 

By Joseph Jukes—resigned.” 


No overt echo lurks therein 
Of either blame or praise; 
Jukes likely got a better job 
And lucky George a raise. 


But if the story runs along, 
“His plans are unannounced,” 
A five will always get you ten 
That poor old Joe was bounced! 


RoBert G. Peck Jr. 
Vanden Co., Chicago. 


(Mr. Peck’s verse is the latest, 
and of course a very pertinent, 
contribution to AA’s Poet’s Cor- 
ner. Why not send in your 
poetic commentary on the ad- 
vertising scene?) _ 


Names Hoag & Provandie 


Hoag & Provandie, Inc., Boston, 
has been appointed to handle the 
advertising of Fibertex Corp., 
Portsmouth, N. H., successor to the 
Fiberboard division of Morley Co., 
manufacturer of fiberboard for the 
shoe industry. Trade publications 
and direct mail will be used. 


Stuart Osten Moves Oftice 


Stuart J. Osten, representative 
of Radio Maintenance and Photo- 
graphic Age and associate repre- 
sentative of National Photo Dealer, 
has moved to 333 N. Michigan 
Ave., Chicago 1. 


Cherry Opens Writing. Inc. 


Fred Cherry, formerly copy 
chief of Garfield & Guild, San 
Francisco, has opened a new ad- 
vertising service, Writing, Inc., 
with offices at 420 Market St., 
San Francisco. 


Names McCann-Erickson 


Molinos Rio de La Plata, Buenos 
Aires, has appointed the Buenos 
Aires office of McCann-Erickson 
to handle advertising for Cocinero, 
a cooking oil. 


MONTHLY 


British Ad Film 
Makers Announce 
New Industry Rules 


Lonpon—A new code of stan- 
dards for the industry, covering 
production and distribution of ad- 
vertising films, has been set up by 
the screen advertising group of the 
Association of Specialized Film 
Producers. 

The group, formed in _ 1947, 
points out in an introductory chap- 
ter to the code that advertisers 
now recognize films and slides as 
an important and valuable medium 
and that advertisers, producers, 
contractors and exhibitors must 
maintain the highest standards of 
ethics and quality in their pro- 
duction and presentation. 

The code, arranged after consul- 
tations with the Incorporated Soci- 
ety of British Advertisers and In- 
stitute of Incorporated Practition- 
ers in Advertising, bans distorted 
and exaggerated presentations, as 


= 


well as those which might reflect 
on competitive goods or services. 
As with publication advertising, 


the word “cure” is banned. So is| 


“doctor,” unless it was used prior 
to Dec. 31, 1943, and no doctor’s 
testimonial may be used. 


ws Under the new code, advertisers 
are to be given separate estimates 
of production and exhibition costs; 
they may examine contracts be- 
tween producers and film actors 
and actresses, and they may re- 
quest—and obtain—a _ statement 
on how much of a film wilil be 
library material and how much 
from new shooting. 

If requested, contractors are to 
obtain certificates from exhibitors 
showing that the film or slide has 
been exhibited according to con- 
tract. Contractors also are to make 
every effort to assure that a na- 
tional advertising film and other 
commercial advertisements (ex- 
cluding exhibitors’ trailers and 
announcements) will not be shown 
consecutively in the same program. 


DOTTED LINE—These new Lady Buxton 
billfolds will be advertised on the back 
cover of Seventeen, starting in February, 
by Buxton, Inc., Springfield, Mass. J. Wal- 
ter Thompson Co., New York, is the 


agency. 


Not more than one national adver- 
tising film is to be used on one pro- 
gram, and “Members of the screen 
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jadvertising group are recom- 
|mended to ensure that, whenever 
| possible, slides, slide on film or 
| budget films which display compe- 
|titive nationally advertised pro- 
|ducts will not be shown in the 


same program.” 


Silton Gets Shoe Account 


Silton Bros., Inc., Boston, has 
been appointed to handle adver- 
tising of Joseph M. Herman Shoe 
Co., Millis, Mass., manufacturer 
of work shoes and specialty boots. 
Trade publications, direct mail and 
ae order advertising will be 
used. 


| 


Two Appoint Lyon 


W. D. Lyon Co., Cedar Rapids, 
Ia., has been named advertising 
representative of A. Y. McDonald 
Mfg. Co. and Crescent Electric 
Supply Co., both in Dubuque. 


Holmberg Named V. P. 


Lawrence O. Holmberg, Chicago 
manager of Compton Advertising, 
has been named a vice-president of 
the agency. 


BH&G children are among 

the best-cared-for and the 

best-fed in the country. And 

for an extra bonus of food 
sales, BH&G families enter- 
tain at home — often. 


/ 


= 


ote SCREENS ~soj 
CR it SELLS 


- ~- es bee 


rs saan = a 
. y ae | 
ae ~ ee : 
gz : 
a. | eee. | ieee 
| | es ee 
2 ee * -_- 
| 
; o— <n i 4 a .) a= 
. > fee Ce |e 
=" *, 7 > a, as a VWI = 
— F. a ri Tt | aim 
a mY ; : Ws aie 
7 fi a) : + a? 
oe Ne ee PT TE 4 es if Hime 
are + “aa ; Tl ene8an “28en May \ Se 4 we SHA TOT TT : * } ‘a 
a TTT ATT OTH *may 
a ¢ LTT TAT TON TAN 52> neneaeeabay ae 
ie on TIAL TAD ATH ona a 
a: Low Co st : PTT ALT AD ke SRN THA TH + Zula ail 
_ ATT WT *, PAD tH gnasaan 2Oh ae ii ly 
eo ashe PTH AON ON TT Tot ot 
oe | AIT TTT IAEA Rg tS OBeRenana, Bh & 
a : HTT TT AEN ONO TTT 
gia ders TIT THOT A KL) Rave gif gonenee 258 
Riise ag ree t ; ana Jott Paes SALT ALS OY HTH 22205 7% v 
ee with » oy YX TTT TAO ATT Fo 
oo py: " es- PTT TTT AANA AE 
a pet ge mee I paneueBan el tane te SIT SHA oto th Shane 8 
= gull POS” GAN seceerenang tae waeke SS 0g fee senensean Papan: a 
,o9e han PTE TANCE 
2 \ess oe Prete et ty TT Sa ®e LAH e2@822enae 2H ab 
Pe fe cost? cent PAT TA ce//;seeeseaee THA 
ee . one-** ent Tid HY Se ae SAH Sa wa SY Sai HH epsaae the ae 4 
Bt Watters A HT PTT NST Ee 
op a PEAAATS OT TAL SNA ATT ToT OT OT AAA =a! 
tt. ia Sawa sacee CAE 
: it Fi . DEON N 
BBB 52,000 copies = it SERVp « SEH . 
= AE ~ x oe TT 
meer MO 2: Ale KS -—= SSS semgt 
GT meet re 
Cm TR et tor ote Cord and CCA sate 


i, 1948 


‘ecom- 
enever 
lm or 
ompe- 
| pro- 
in the 


n, has 
adver- 
1 Shoe 
icturer 
boots. 
ail and 
ill be 


tapids, 
rtising 
Donald 
lectric 
1e. 


thicago 
rtising, 
jent of 


Advertising Age, December 27, 1948 


New Scott-Atwater 
Gearshift Outboard 
Motors Introduced 


MINNEAPOLIS — Scott-Atwater 
Mfg. Co. will break a greatly ex- 
panded advertising drive in Janu- 
ary for three new models of its 
“gearshift” outboard motors. 

Gearshifts on outboard motors 
apparently will be the industry’s 
“big advance” next year, with 
several manufacturers reported 
ready to introduce new models. 

The company has stepped up the 
number of insertions it will use 
during 1949 in outdoor magazines, 
including Field & Stream, Motor 
Boating, Outdoor Life, Outdoors- 
man, Sports Afield and Yachting. 
It also will employ general mag- 
azines, with The Saturday Evening 
Post heading the list; large-space 
ads in newspapers of key cities 
throughout the country, and bus- 
iness papers. 

Using a theme of “Shift to Scott- 


Atwater,” two-color pages are ap- 
pearjng in January issues of the 
outdoor publications. The word 
“shift” is used no less than 18 
times in copy and art, playing up 
the fact that outboard owners can 
easily shift the lever for neutral, 
reverse and forward actions. The 
Scott-Atwater Shift adds less than 
two pounds to the weight of the 
motor, copy emphasizes. 


ws The same “shift to Scott-At- 
water” theme will be used in 
later publication copy and will run 
through a comprehensive program 
of store displays and direct mail 
material. Scott-Atwater employes, 
distributor salesmen and dealers 
will wear lapel buttons bearing the 
single word, “Shift,” in red and 
black lettering. 

The company will sell the new 
models at $149.50, $179.50 and 
$199.50, and next spring will add 
a fourth, more powerful model. 
The shift to “Shift,’’ however, will 
not eliminate Scott-Atwater’s 
three conventional models without 
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this feature. 

H. B. Atwater, vice-president, 
said a survey of 5,000 outboard 
owners showed that three out of 
four consider the shift a great 
improvement, while nearly all the 
negative votes based their opinion 
on suspicion that the shift would 
add too much to the cost or the 
weight of the motor. 

Batten, Barton, Durstine & Os- 
born handles the account. 


Issues Reference Guide 


Industrial Distribution, a Mc- 
Graw-Hill publication, has issued 
its 1949 Products Reference Num- 
ber. The 516-page guide contains 
sources of supply for equipment, 
tools and other items local indus- 
try buys from distributors. It also 
contains a trade name index. 


Reheis Co. Appoints Tyson 


Reheis Co., Berkeley Heights, 
N. J., maker of quality chemicals 
for the drug and cosmetic indus- 
tries, has appointed O. S. Tyson 
& Co., New York, to handle its ad- 
vertising. 


Willys-Overland Motors 
Doubles Earnings in “48 


Willys-Overland Motors, Toledo, 
made a net profit of $6,528,582 in 
tne fiscal year ended Sept. 30—or 
twice the profit of $3,280,834 in the 
previous fiscal year, James D. 
Mooney, president and chairman, 
has reported. 

Sales of Universal jeeps, passen- 
ger cars, trucks and other pro- 
ducts were $175,346,360, or 27% 
more than the previous fiscal year’s 
volume of $138,123,594. Income 
from other sources brought the 
total gross income to $176,102,314 
for the year. The company’s pro- 
fit showing was the best since 
1928. Export. sales amounted to 
18% of total business during the 
year. 


Cosmetic Group Elects Reed 


Raymond E. Reed, vice-president 
in charge of research and develop- 
ment of Toni Co., Chicago, has 
been elected president of the So- 
ciety of Cosmetic Chemists. Other 
officers are: Theodore Rider, Bos- 
ton, vice-president; Ruth R. Bien, 
New York, secretary, and Emery A. 
Emerson, Buffalo, treasurer. 
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better things all the time that form 
your most responsive market. The trick 
is to find the families. 


Take a look at that screen in our picture. 
That’s what finds the families for you. It 
represents the selecting job, the screen- 
ing job that Better Homes & Gardens does. 


Because it’s devoted 100% to service for 
better living, BH&G attracts only the 
folks whose big interest is better living 


calls for. 


our best Bet 
is the fellow out front 


T’S the families who are looking for in a better home, and who have the 


money to buy the things that better living 


BH&G families take the idea of constant 


improvement for granted. The only ques- 
tion is — whose insurance? Whose car? 
Whose cake mix? Whose paint? 


Better be around when they’re making up 
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their minds — our representative will be 
glad to tell you more about how editorial 
screening can gather in the sales for you. 


Mttilies List Sore Migacine 
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Wax A MAN says, “My company 
has been in the engraving and print- 
ing business for over 82 years,” here 
are some of the first thoughts that 
should come to mind. 

Here is a company which must 
have kept in step with the progres- 
sive advancements of its industry, 
must have even set the pace for some 
of its enterprising improvements, or 
it could not have survived over the 
years. They must know the short 
cuts to quality and how to sell it at 
the right price. 

Eighty-two years in a highly com- 
petitive business teaches innumer- 
able lessons—lessons in fair treat- 
ment to customers, for with fair and 
honest consideration from the cus- 
tomer’s viewpoint there could be no 
permanence; lessons in correct plant 
equipping and efficient management; 
and lessons in the purposes of the 
products the company manufactures. 

Manz is such a company. 

Manz started in 1866 as a wood 
engraving company —a handful of 
artisans with a few hundred dollars 
worth of tools and an indomitable 
spirit to serve and to grow! There 
was never another cent of money in- 
vested, except out of earnings. 

New thoughts, unyielding stand- 
ards created for others to try to 
meet, and always inaccessible instal- 
lation of the newest methods and 
processes moved the company up to 
its present day leadership in quality 
printing production. 

Manz continues to grow because 
there continues to be that restless 
spirit of advancement. If tomorrow 
brings a better and more economical 
way of producing printing, whether 
by Letterpress or Offset, MAnz will 
try to discover it today. 

It is a MANnz viewpornt that a 
buyer of printing does not make any 
money out of just buying printing, 
but he can make money on the mer- 
chandise good printing can sell for 
him. Manz holds customers by show- 
ing them how, in many cases, to in- 
crease their returns from printed 
matter. One department devotes its 
entire attention to creating ideas 
that produce profits for customers. 

All mechanical operations are here 
under one roof, where quality, econ- 
omy, and service are lined up for 
better values to MANz customers. 


Uny Size Job i 
a Manz Size Sob 


MAN 


CORPORATION 
Engravers and Printers 
4043 Ravenswood Ave, 

Chicago 13, Illinois 
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The sales index for the week of 
Dec. 11 climbed to a record 564, as 
compared to 485 for the week ended 


DEPARTMENT STORE 


SALES INDEX 


1935-39 EQUALS 100 


Week to Dec. 11, °48*.p564 
Week to Dec. 4, ’48*.. .485 
Week to Dec. 13, ’47*. .569 
Week to Dec. 6, °47*...507 
Mo. of October, ’48*...327 F 
Mo. of October, ’47*. . .300 


pPreliminary. 
*Not adjusted seasonally. 


ini wt 


Dec. 4, and 347 for the week ended 
Nov. 27—a rise which parallels 
that of last year and far exceeds 
that of 1946. 

After five consecutive weeks, in 
which none of the 12 Federal Re- 
serve districts reported a gain on 
the year-to-year comparison, the 
Philadelphia, Cleveland, Richmond 
and Atlanta districts finally regis- 
tered sales gains over the same 
week last year. In addition, 22 of 
the 51 cities listed on the Federal 
Reserve report also showed in- 
creases in dollar volume over last 
year. 

The Philadelphia, Cleveland and 
Richmond districts all wound up 
3% ahead of last year. Greatest 
gain among the cities was an 11% 
rise in Wichita, Kan. Greatest loss 
of any city was Newark’s 9%. 

% Change From 1947 


Week Ended 
Federal Reserve Nov. Dee. Dec. 
District and City 27 4 ll 
UNITED STATES ....... —B5 5 —l1 
Besten District .......... —4 -2 —1 
i e+ +o basees.ces —5 —4 —T7 


$9,750,000 WORTH 
OF OIL-FILTER ELEMENTS 


Eighty percent of Motor-Freight 
Carriers maintain their own service 
shops . . . and oil-filter elements are 
just one of the thousand and one 
replacement parts they need and 
buy annually. Most of this tremen- 
dous buying power is concentrated 
in the hands of the readers of 
TRANSPORT TOPICS, the only 
ABC paper devoted to trucking. 
16,000 paid weekly circulation; 
45,000 Third-Monday distribution. 


@ 


Gransport Topics 


The Nationa! Weekly of the Motor-Freight Carriers 


Washington 6, D.C. 
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; For a MASS Aiitack 
on the BUILDING MARKET. .| 


@ A Vast Market— Underrated, 

Underestimated, Undersold! 

In 1948, approximately 100,000 builders will have 
done $164 to $19 billion of new building and re- 
modeling work. 

These builders will have built: 950,000 homes 
totaling $7 billion; $500 million of farm buildings; 
$242 to $3 billion of commercial and industrial build- 
ing; $550 million of schools, churches, etc.—plus $6 
to - billion of remodeling, modernizing and repair 
work, 

Here is a market so big that you must consider the 
largest amount of advertising power you can con- 
centrate to get a substantial share of it. The most 
undersold market in the United States. A market 
much too big to saturate with any one publication. 
That’s why we say: WEIGH ALL THREE—Prac- 
tical Builder, American Builder, Architectural 
Forum.* 


®@ Controlled by the Contractor-Builder 

The most important controlling factor in this huge 
light construction market is the contractor-builder. 
He is responsible for 90% of the home, farm build- 
ing and remodeling markets—estimated at $1342 to 
$15! billion for 1948. He controls more than 50% 


*This is not a cooperative advertising effort. We have no alliance with 
Our contemporaries. We sincerely believe we are rendering our ad- 
vertisers a service by pointing out the untapped, undeveloped oppor- 
tunities in the great building market. 


MORE BUILDERS. 


of non-residential light construction—another $3 to 
$3¥% billion. 


@ It’s Not Big City—It’s Not Speculative 


You can buy a larger piece of this big, rich, under- 
sold $16¥2 to $19 billion market than you ever 
thought possible. How? Don’t take the chance of not 
selling ALL the 100,000 builders who buy, specify 
and control the use of your product. These builders 
respond to advertising because there is no other 
effective way to sell them. It’s too big a job for any 
human sales force. 

You need all 100,000 builders because only 47% of 
new residential building is done in metropolitan 
areas—53% in smaller towns. Less than one-third of 
the new home building is speculative. Big builders 
don’t do any of the $6 to $8 billions of remodeling 
and maintenance work or farm building. You can get 
full sales only through full coverage. 


®@ To Sell the Whole Market—Weigh Al' 3 


Investigate before you invest! There are three well- 
established, well-recognized publications serving the 
contractor-builder market . . . Practical Builder, 
American Builder and Architectural Forum. All of 
them have been serving the building industry many 
years. There is solid publishing know-how back of 
all three. 
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Report on Overseas 
Readers of American 
Publications Issued 


New YorK—Dun & Bradstreet 
queried 2,100 executives of indus- 
trial concerns in South Africa, Bel- 
gium and Switzerland several 
months ago in order to discover 
which American publications they 
received and read. More than 39% 
of those to whom questionnaires 
were sent replied, and all indicated 
that they read at least one Amer- 
can publication. 

Most popular in South Africa 
was the South African edition of 
the Reader’s Digest with 67.5% of 
the executive readers, and Amer- 
ican Exporter Industrial was in 
second place, with 39.7% of the 


Advertising Age, December 27. 1948 


readers. 

Nine American periodicals were 
read by more than 5% of the 
respondents in South Africa. The 
publications include: Reader’s Di- 
gest, 67.5%; American Exporter, 
39.7%; Time, 29.5%; Life Inter- 
national, 25.3%; McGraw-Hill Di- 
gest, 18.1%; The Saturday Evening 
Post, 9.7%; World’s Business, 8.9%; 
Fortune, 7.6%, and Esquire, 7.2%. 

In all three countries the survey 
covered executives in five indus- 
trial groups: metalworking, con- 
struction and road building, min- 
ing and quarrying, manufacturers 
of foods and beverages, and man- 
ufacturers of chemicals, drugs and 
paints. 

The survey was underwritten by 
American Exporter, which is dis- 
tributing the complete report to 


interested manufacturers and their 
agencies. 


WLW-D Appoints Lasker 


H. P. Lasker, director of the 
ear card division of WLW Pro- 
motions, Inc., Dayton, has been ap- 
pointed director of sales of tele- 
vision station WLW-D, Dayton, ef- 
fective Jan. 1. James F. Fewster, 
assistant director of the car card 
division, has been named to suc- 
ceed Mr. Lasker. 


Three Appoint Yambert 


Ralph Yambert Organization, 
Los Angeles, has added three new 
accounts: Western Exterminator 
Co.; Wonder Industries, manufac- 
turer of a garbage disposer, and 
Stenotype Co. of California, all in 
Los Angeles. Mal Ewing has 
joined the agency as production 
manager. 


Marketers Elect Mason 


John Mason, assistant to the 
merchandising manager of Carbo- 
loy Co., has been elected to serve 
as president of the Industrial Mar- 


| keters of Detroit during the unex- 


pired term of William F. Keeton, 
formerly advertising manager of 
Gar Wood Industries, Inc. Mr. 
Keeton leaves Detroit to become 
branch manager of Gar Wood in 
Los Angeles. George W. Walter, 
advertising manager of Detrex 
Corp., has been named vice-pres- 
ident of the Industrial Marketers. 


Keystone Names McKinney 

Harris D. McKinney Organiza- 
tion, Philadelphia, has been named 
to handle the advertising and pro- 
motion for Keystone Lubricating 
Co., Philadelphia, manufacturer of 
industrial oils and greases. Lester 
Bushman has been appointed art 
director of the agency. 
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I the Building Market is too big 
th any one publication 
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Sometimes PRACTICAL BUILDER 


alone tips the scale — 


=, 3 


Giher tnae peu willeddasceendonser— | 


_ American Builder or Architectural Forum 


eee. Oy : 
True, each publication has some duplicating circulation, but’.% 7 
each has considerable circulation that is non-duplicating. In the’ - A. 


case of Practical Builder, a 1947 reader survey (copies still 
available) shows a non-duplicating readership of 30,000 builders 
who do $5 billion of building. That’s why we say: Before you 


buy . . . Weigh all 3! 


@ The "“How-to-do-it'’ Magazine for Builders 
Practical Builder is edited exclusively for builders. It is the 


only building publication sold 


on the basis of its builder cover- 


age alone. It does not pretend to horizontal coverage of all 
building industry factors. That is why builders, large and small, 
read Practical Builder as their own exclusive “how-to-do-it” 
building magazine, the same as you do your favorite advertising 


magazine. 


sure to consult 


Be © representative of Industrial Publication: \ 
Inc., for help on your building industry marketing probleriiys 
men know all phases of the building market intimotg bi 
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Then there will be times when youuse “™& 


all three— Practical Builder, American 
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nc., for over 30 yeors exdusive publishers to the Building Industry, also publishers 
ers’ Directory, Building Materio! Merchant cad Wholesaler, Brick and Clay Record, 


OTE: No discrimination against Architectural Rece 
rogressive Architecture is intended. These two excel 
sblications ore omitted for o simple reason: they de 


PUBLICATION 


CREATIVE 
MEN 


work faster, better... 


when they follow this 
9-POINT 
“TECHNIQUE FOR 
PRODUCING IDEAS” 


This remarkable 61-page book by James 
W. Young, Senior Consultant of J. 
Walter Thompson, is worth its weight 
in uranium to every man who must 
produce ideas. Gives you the positive 
5-point program used by one of the 
highest paid men in the agency busi- 
ness, for developing ideas that sell. 
Acclaimed as the biggest little book ever 
written for advertising men, now in its 
fifth big printing. A must for you if 
you are a creative man. $1.00 on 10-day 
money-back guarantee. 90c each in 
quantities of 10 or more. 


INSPIRATION FOR EVERY MAN 


IN THE AGENCY BUSINESS 


“The Diary of an Ad Man” 
(The Jim Young Classic) 


A practical volume for the man who is 
broadening his horizons in the advertis- 
ing business. As Victor O. Schwab says, 
“a book about business which emits 
flash after flash of penetrating insight 
... day by day guidance... pithy case- 
history experiences . . . usable sugges- 
tions.”” .. . In all 678 diary entries made 
during trying times, any one of which 
may suggest a solution to your current 
problems. $3.00 on 10-day money-back 
guarantee. $2.70 each in quantities of 
10 or more. 


GUIDANCE IN INDUSTRIAL 
ADVERTISING, MARKETING 
AND PUBLISHING 


“Teacher of Business” 


What were the ideas and ideals that 
underlie the impressive success of Me- 
Graw-Hill? Here is the whole inspiring 
and useful story, in the words of the 
late James H. McGraw, Sr. with an 
introduction by G. D. Crain, Jr., pub- 
lisher of Industrial Marketing, Advertis- 
ing Age, ete. A basic book in the library 
of every man who writes, edits, sells, or 
promotes in the business or industrial 
fields. $1.00 on 10-day money-back guar- 
antee. 90c each in quantities of 10 or 
more. 


HOW TO SET UP AND RUN 
A PROGRAM FOR SALESMEN 


“Successful Sales Training” 
By Eugene Dynner 


Here is the complete, practical, and 
usable outline of the proved method for 
(1) getting new salesmen into high gear 
quickly, (2) developing a uniformly 
good performance pattern, (3) making 
each man pay off in higher average pro- 
duction. An easy-to-use program for 
sales managers who want more results 
starting now. $2.00 on 10-day money- 
back guarantee. $1.80 each in quantities 
of 10 or more. 


NOTE TO COPY CHIEFS 


Judging from the number of orders for 10, 
25. and more copies of these various books, 
it is clear that they are filling an important 
need in training programs. We suggest you 
start with a copy of the ‘5-Point Technique” 
for each member of your creative staff. 


MAIL ORDER NOW 


Advertising Publications, Ino. 
| 100 E. Ohle &t., Ohkloago 11 
| Please send me books as ordered below. I 
enclose remittance with the understanding 
| that I may return books for full refund in 
| ten days if not delighted in every way. 


| ____ copies, “‘5-Point Technique 
| for Producting “deas’’.......... 


| ____ copies, ‘‘Diary of An Ad Man” § 
____. copies, ‘‘Teacher of Business’’..$ 

copies, ‘Successful Sales 
Training” 
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THE ADVERTISING MARRET PLACE 


RATES." 75¢ per line, minimum 


$3. 


HELP WANTED 


‘Cash with order. Figure bold foce heeds 


‘spaces per line; light body face 40 per line. Box 
‘Thursday noon, 11 J 
foke ' 


ra discounts om multiple insertions ond spacé over 5 


inches apply on ° display 


HELP WANTED 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicago 


executive. 
business. Unusually attractive proposition. 
Box 9897, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Sales—Creative—Executive 
Consult our H. RK. Hazard 
GEORGE WILLIAMS CO.—PERSONNEL 
209 S. State St., HA 7-2063, Chicago — 
Advertising agency executive who has 
several years experience serving adver- 
tising accounts. He is already e@ success. 
The plans and strategy of integrated ad- 
vertising-selling are his forte. He knows 
his way around in all media fields. He 
is strong at personal creative leader- 
ship and he knows how to use a compe- 
tent agency staff for the various depart- 
mental services. He has a pleasing person- 
ality combined with the drive required to 
keep a client growing. 
He is looking for growth, both personal 
and financial. He is looking for a group 
of congenial associates who have high 
standards for advertising excellence... 
associates who operate one of the few 
fully recognized agencies in Texas and 
one of the oldest and strongest. He is 
invited to write fully in first letter 
(strict confidence) to President, Albert 
Evans - Advertising, Dan Waggoner Blidg., 
Fort Worth 2, Texas. 


ALL ROUND PUBLICITY MAN 
Wanted for high pressure, nine-month 
assignment with project of national pro- 
portions. Must know all phases of pub- 
licity. Must be tireless, creative, not 
afraid of work. Able to head department 


and act closely with public relations 
counsel. Give concise personal data, 
salary expected, photo, if possible. 


Box 9909, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
POSITIONS WANTED 
ADVERTISING AND 
PUBLIC RELATIONS WOMAN 
Experience: newspaper adv., direct mail, 
copy, sales; radio, scripts, programming; 
3 years retail dept. store adv. mer., 
budgets, merchandising; now public rela- 
tions director; house organs, writer, 
speeches (write "em or make ’em) annual 
reports, opinion polls, employee rela- 
tions, publicity, fund raising. Versa- 
tile, go anywhere (almost). Age 36. 
Let’s talk it over. 
Box 9907, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


BOY MEETS GIRL—lIdea-copy man 
will marry the girl as soon as agency 
with opening for top-notch creative tal- 
ent says “yes’ too. Strong on merch- 
andising, planning, new business pres- 
entations. 14 years in advertising and 
related fields; veteran. Write for com- 
plete details of unusual career, Room 
400, 540 Lake Shore Drive, Chicago. 


MISCELLANEOUS 


Krom-a-Tone Post Cards 
Newest, most economical way to 
display any product. 
Samples on Request 
Graphic Arts Photo Service 
Box 365-A, Hamilton, Ohio. 


AGENCY PRODUCTION GIRL 
Some experience with printing and en- 
graving details; able and willing to 
assume responsibility in production dept 
of small industrial Chicago agency. 

Phone CEntral 6-2896 for appointment, 


FOR AGRICULTURAL ADVERTISERS 
Authentic illustrations in the _ scratch 
board medium by the mid-west’s fore- 
most farm artist. Write John Andrews 
-——Blink Bonnie Farm, 5023 Spaulding 
Road, Omaha, Nebraska. 


Duff Merrick Joins Hilton 


Duff Merrick, former head of 
his own publicity organization, has 
been appointed by Peter Hilton, 
Inc., New York, to establish a pub- 
licity department in that agency. 


CHOICE DISPLAY SPACE 
seus, SELLS, SELLS. 
get it with 


ADVERTISING MIRRORS 
eee 


MIRRO-PRODUCTS COMPANY 
High Peint 2, North Carolina 


ADVERTISING 
AND SALES PROMOTION 
MANAGER 


for Manufacturer of 
VITAMIN FORTIFIERS for Feeds 


Experienced man with broad back- 
ground in Feed Merchandising and 
Animal Nutrition for responsible po- 
sition with national manufacturer in 
Chicago. Send full details about your 
present and past connections along 
with photo of yourself. This position 
is one with unusual opportunity for 
advancement for an aggressive, exec- 
utive type man. Write to Dawes 
Manufacturing Company, 4800 South 
Richmond Street—Chicago 32, Illinois 


MAGAZINE WANTED 


If there are advertisers in the middle 
west and west who can profitably use 
your publication and are not now 
doing so, we would like to discuss 
the representation of your publication 
with you. _ 

We operate strictly on a commission 
basis and are interested only in trade 
magazines of merit and stability. 

We have an enviable, successful 
record. 

Box 7230, Advertising Age 
100 E. Ohio St., Chicago 11, IL 


ADVERTISING AGENCY 
ACCOUNT EXECUTIVE 


N. Y. Originates 
Third of Volume, 
MAB Study Shows 


NEw YorK—Nearly one-third, or 
$70,600,000, of the $225,000,000 vol- 
ume placed in magazines in the 
first half of 1948 came from New 
York City, the Magazine Adver- 
tising Bureau has found. 

The New York figure includes 
only the city and not the metro- 
politan area, it was explained. 
Other cities which placed $2,- 
500,000 or more in magazines in 
this period, MAB said, were, in 
order: Chicago, $27,500,000; De- 
troit, $10,100,000; St. Louis and 
Philadelphia, $4,900,000 each; Cin- 
cinnati, $4,800,000; Pittsburgh, $4,- 
300,000; Cleveland, $4,000,000; Los 
Angeles, $3,100,000; Milwaukee, 
$3,000,000; Minneapolis-St. Paul 
and Boston, $2,800,000 each, and 
Akron, $2,600,000. All other cities 
accounted for $80,000,000. 


# In apparel, New York led with 
49.5% of the total, followed by St. 
Louis, 8.4%, Chicago, 5.5%, Phila- 
delphia, 2.4%, and Los Angeles, 
1.6%. In finance, New York was 
first with 31.6%. Then came Chi- 
cago, 9.7%, Washington, 4.6%, and 
Philadelphia and Pittsburgh, both 
2.9%. 

New York had a large lead in 
drugs and toiletries (40.3%), and 
in general—retail (43%), as com- 
pared with 11.1 and 8.0% for Chi- 
cago, but was relatively less strong 
in some other major classifications. 
In foods and beverages, New York 
placed 37.8% as compared with 
18.6% for Chicago, and in home 
building, 18.8%, as against 15.9% 
for Chicago. 

In transportation and agriculture 
Detroit ranked first, 20.3%, fol- 
lowed by New York, 15.1%, Chi- 
cago, 8.9%, Akron, 5.6% and To- 
ledo, 3.2%. 


Mitchell Joins Conde Nast 


Sprague Mitchell, formerly with 
The New Yorker and Esquire, has 


Unusual opportunity for the right man to | 
become an owner of this Chicago agency. 
If you are under 40 years and control over 
$100,000 of billing write in full detail, your 


background and experience. 


Address Box 7234, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Il. 


joined the sales staff of Conde Nast 
Publications, Inc., New York, rep- 
resenting House & Garden. 


Y&R Names Burton V. P. 

Robert R. Burton, account su- 
pervisor in the Chicago office of 
Young & Rubicam, has been named 
a vice-president. 


Gas Heater Unit 
Seeks 2,000,000 
Volume in 1949 


‘Court of Flame’ Plan 
Offers Cars and Bonds 
in Sales Competition 


New YorK—The Gas Appliance 
Manufacturers Association has set 
a sales goal of 2,000,000 gas water 
heaters in 1949, in a “court of 
flame” sales promotion program, 
said J. F. Donnelly, chairman, sales 
promotion committee of GAMA’s 
gas water heater division. 

A competition will cover dealers, 
plumbers, utilities and others in- 
cluding LP-gas dealers, starting 
Jan. 1. Buick super sedans will be 
top prizes. 

Each automatic gas water heater 
will have a tag attached indicating 
how many contest points will be 
credited to salesmen. The higher- 
quality heaters will carry more 
points and will bear a “court of 
flame” symbol on the tag. 


s Gold tags fastened to heaters 
under 30 gallons capacity will 
count 50 prize units. Gold tags on 
heaters of 30 gallons or more will 
count 100 units. Silver tags will 
bring, respectivey, 25 and 50 units, 
and bronze tags, five and 10. Sil- 
ver and bronze are for lower- 
priced heaters. 

When a heater is sold the tag 
is filled and mailed to contest 
headquarters—the salesman being 
credited with the units shown on 
it. Prizes for highest number of 
prize units reported will be 
awarded in both three-month and 
12-month campaigns. 

A 12-month campaign, open to 
every dealer salesman or indivi- 
dual plumber or dealer who has 
no salesman, offers a 1950 Buick 
as first prize. (All will be grouped 
to insure equitable competitive 
conditions.) Other prizes will to- 
tal $45,000 in savings bonds, 
with individual prizes in each di- 
vision ranging from a $1,000 to a 
$100 bond. 


ws Prizes in each of four quarterly 
campaigns will total $14,400. 

A Buick and savings bonds will 
be awarded separately in cam- 
paigns for gas company salesmen. 
At the end of the 12-month period 
the gas company in each division 
with the largest number of prize 
points per 1,000 residential gas 


meters on its mains—including 
dealer sales—will receive bronze 
trophies. 


Participating manufacturers in- 
clude Allcraft Mfg. Co., American 
Gas Machine Co., Bastian-Morely 
Co., Bryant Heater Co., Clayton & 
Lambert Mfg. Co., Cleveland 
Heater Co., Continental Water 
Heater Co., Day & Night Mfg. Co., 
Duo-Therm division, Motor Wheel 
Corp., General Water Heater Corp., 
Handiey Brown Heater Co., M. M. 
Hedges Mfg. Co., Hotstream Heater 
Co., Hoyt Heater Co., Hoyt Heater 
Co. of Northern California, Law- 
son Mfg. Co., Lovekin Water 
Heater Co., Mission Appliance 
Corp., Mustee Heater Co., Pioneer 
Water Heater Co., Pittsburg Water 
Heater Corp., Rheem Mfg, Co., 
Ruud Mfg. Co., Security Mfg. Co., 
Servel, Inc., A. O. Smith Corp., 
Southern Heater Corp., and John 
Wood Mfg. Co. 


ws Portfolios containing sales and 
promotional ideas and materials for 
use in the “Court of Flame” com- 
petition are being distributed. They 
contain sizing charts, posters and 
plans, ideas for gas companies to 
set up their own contests for com- 
pany salesmen; sales training kits, 
follow-ups, mailing pieces to stim- 


a 
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or interesting commodities of 


Trend of Retail Prices in November 


George Neustadt, New York, checks all retail advertising 
of about 90 consumer commodities in nine cities to deter- 
mine price trends. By special arrangeme:t with Mr. Neu- 
stadt, ADVERTISING AGE each month shows the trend in prices, 
as well as total advertising support, of the 10 most significant 


the month. Prices shown here 


are the midpoint prices, meaning that half the advertising 
for each item featured a higher price than that shown, and 
half featured a lower price. The tabulation covers all adver- 
tising of each commodity in the measured cities—by all types 
of retail outlets and in all printed media. 


Average for month during November 


Commodity 1940 1947 1948 
W&M silk or wool dresses .................. $ 11.52 $ 17.52 $ 16.72 
I, ni ceendaeeasian 140.00 265.00 253.00 
W&M foundation garments .............. 4.20 8.00 7.52 
RR See ee 4.92 10.23 10.50 
| BR ee oe 28.26 46.48 44.40 
gt RRR ES > 27.36 46.72 44.96 
SOI cae cece tabenbeheians 1.40 3.66 3.42 
Broadloom Carpeting ..........cccceceeee 3.81 7.76 8.66 
AEE BOUIN BIO isd snittteseschisccoscnstciee 77.80 158.60 151.40 
EE AEE LTE LEE 6.00 12.58 13.54 

Advertising Linage Comparison 

1947 1948 % 

Commodity Linage Linage GorL 
*W&M silk or wool dresses ...... 1,383,165 1,465,851 6% G 
*W&M untrimmed cloth coats .... 750,886 932,557 24% G 
SWEM hosiery ...........00ccccccsecscsveseees 162,561 298,705 84% G 
IS Shui lnceccvcraccngunentsctnnassin 664,443 682,743 3% G 
W&M handbags. .............cccsccccceeeee 267,337 260,965 2% L 
PREG OD WOOL GUIS oiccccccsssicccccscscvss 566,168 925,777 63% G 
SS eS OAs 213,073 264,437 24% G 
*Broadloom carpeting .>................. 88,172 171,878 95% G 
BE I RII scccsrcarncinttensneces 344,830 332,233 3% L 
*Occasional living rm. chairs...... 229,247 270,254 18% G 


*Linage at all-time high for November. 


ulate plumber dealer activities, 
newspaper mats, and sound slide 
films for use in sales training. 

The first tag received at contest 


ters a salesman in this campaign. 


WNEW Uses Singing 
Commercial to Sell 


United Nations Aims 


New YorK—WNEW, which put 
one of the advertiser’s favorite 
tools—the singing commercial—to 
work for racial tolerance some 
time ago, is using the same tech- 
nique to “sell” the United Nations. 
These “little songs about UN” 
will be distributed to stations 
throughout the United States, Can- 
ada, New Zealand, Australia and 
other English speaking countries. 
Radiodiffusion Francaise will 
translate the jingles into French. 
The transcriptions will be dis- 
tributed by the UN’s radio division. 

The independent New York sta- 
tion is paying all costs of the 
project, including talent, orches- 
tration, augmented orchestra, re- 
cordings and “pressings.” Ted Cott, 
WNEW’s program director, pro- 
duced “Little Songs.” The lyr- 
ics, set to music in folksong style, 
seek to explain the aims of the 
world government organization. 


AFA Adds Six Members 


The following have joined the 
Advertising Federation of Amer- 
ica, New York: the Tribune and 
Democrat, Johnstown, Pa.; Cline 
Advertising Service, Boise, Ida.; 
T. Robley Louttit, Inc., Providence; 
L. F. McCarthy & Co., Cincinnati; 
Howard Swink Advertising, Mar- 
ion, O., and Fox & Mackenzie, 
Philadelphia. 


Braniff Appoints Eddins 


Charles T. Eddins, formerly in 
the public relations department of 
Republic National Bank of Dallas, 
has been appointed advertising 
production manager in the public 
relations department of Braniff 
International Airways, Dallas. 


Carlson Joins Dearborn 

E. Stewart Carlson, formerly 
with the Chicago Tribune, has 
joined the advertising staff of 


Dearborn Chemical Co., Chicago. 


headquarters automatically regis- | j 


Dec. 27-29. American Market- 
ing Association, winter conference, 
Allerton Hotel, Cleveland. 

Jan. 7-8. New England Sales 


Management 
annual 
Boston. 

Jan. 17-19. Newspaper Adver- 
tising Executives Association, an- 
nual convention, Edgewater Beach 
Hotel, Chicago. 

Jan. 23-26. Advertising Asso- 
ciation of the West, midwinter 
conference, Santa Barbara, Cal. 

Feb. 14-15. Inland Daily Press 
Association, 65th midwinter meet- 
ing, Congress Hotel, Chicago. 

April 6-12. National Association 
of Broadcasters, 27th annual con- 
vention, Stevens Hotel, Chicago. 

April 20-22. National News- 
paper Promotion Association, an- 
nual convention, New York. 

April 26-29. American News- 
paper Publishers Association, Wal- 
dorf-Astoria, New York. 

May 20-21. International Affil- 
iation of Sales and Advertising 
Clubs, annual meeting, Hamilton, 
Ont. 

May 23-25. National Federation 
of Sales Executives, annual con- 
vertion, Stevens Hotel, Chicago. 
Sept. 21-23. Direct Mail Adver- 
tising Association, annual confer- 
ence, Congress Hotel, Chicago. 


Conference, 10th 
meeting, Hotel Statler, 


Lord-Taber Names Munson 


Arthur R. Munson has resigned 
as general sales manager of Lisk- 
Savory Corp., Buffalo, to join 
Lord-Taber Co., Canandaigua, 
N. Y., on Jan. 1 as a director and 
sales manager. Lyndon Wilson, 
vice-president in charge of sales, 
will take over Mr. Munson’s du- 
ties at Lisk-Savory. 


To Brisacher, Wheeler 


Rose Marie Reid of California, 
Los Angeles, manufacturer of 
swim suits, has appointed Bris- 
acher, Wheeler & Staff, Los An- 
geles, to handle its advertising. 
A campaign scheduled for fashion 
magazines will: be supplemented 
by dealer merchandising cooper- 


ation. 
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Ford Gum Head 
Shows Clubs Way 
to Aid Charities 


Penny Profits Keep 
Company in Business, 
and Sponsors Happy 


Lockport, N. Y.—Improved pub- 
lic relations will be one of the in- 
dustry’s 1949 goals, and: it may get 
a few ideas on that subject from 
its head man, Ford S. Mason—the 
new president of the National Au- 
tomatic Merchandising Association. 

Mr. Mason, a charter member of 
the 13-year-old trade group who 
has served continuously on _ its 
board since 1938, was elected presi- 
dent at NAMA’s recent convention 
and second annual exhibition in 
Chicago (AA, Dec. 20). He is the 
founder and president of Ford Gum 
& Machine Co., Lockport, which 
for many years has operated suc- 
cessfully in a typically American 
industry—chewing gum. 

Ford not only manufactures a 
lot of penny ball gum, but the 
vending machines that dispense it. 
And it has hit upon a merchandis- 
ing plan that assures steady profit 
for the company and its workers 
and sets aside enough pennies to 
help with worthy charity projects 
throughout the United States. 


ea Mr. Mason’s plan, of course, 
won’t work with every manufac- 
turer and operator in the coin-in- 
the-slot field. But he has some 
firmly entrenched ideas about 
business behavior that might 
serve as a model for other firms. 
The 55-year-old Lockport execu- 
tive is active in philanthropic and 
church activities, and is a member 
of the board and a deacon of Caz- 
enovia Park Baptist Church in 
nearby Buffalo. He tithes to his 
church, and recommends the prac- 
tice. 

Mr. Mason’s successful pyramid- 
ing of penny profits began back 
in 1913 when he started buying ball 
gum machines and gum. The ma- 
chines didn’t work too well, and 
the quality of the gum left some- 
thing to be desired. He decided to 
manufacture his own gum, on a 
quality basis despite the penny 
price, and meanwhile cast about 
for some way to improve the me- 
chanism of the dispensing ma- 
chines. 

Mr. Mason’s father, now a 93- 
year-old retired Baptist minister, 
considered the machine a chal- 
lenge, even if it was out of his 
field. He eventually developed one 
on which Ford acquired patents in 
1933-34, and the company became 
the only gum manufacturer to pro- 
duce its own machines. 


# In 1939, Ford stumbled upon 
the unique merchandising scheme 
for its Ford branded candy ball 
gum. A Columbus, O., women’s 
group, seeking funds for a child- 
ren’s hospital, asked the Lockport 


company to cooperate in placing its 
self-service machines throughout 
the city. Grantors of space agreed 
to waive the usual commissions in 
favor of the hospital fund. During 
the first year, hundreds of dollars 
were raised for this charitable en- 
terprise, and the Columbus plan 
is still in operation, providing a 
steady monthly revenue for the 
children’s hospital through the 
sponsoring organization. 

That started the “Fordway” 
share-the-profit plan, which since 
has been taken up by service clubs 
and civic organizations throughout 
the country, to finance charity 
projects and welfare programs in 
their own communities. The com- 
pany-operator-club plan now is 
responsible for the sponsored lo- 
cation of 175,000 ball gum ma- 
chines, 90,000 of which were placed 
during the 30 months after V-J 
Day. 


ws Ford now is merchandising its 
brightly-colored ball gum through 
more than 200 “distributorships” or 
operators, independent business 
men who operate a minimum of 
500 machines on an exclusive basis. 
Clubs and civic groups arrange for 
location of the machines in the 
best-paying spots. Income earned 
from the sale of gum in each area 
must be devoted exclusively to 
the charitable activities stated on 
the sponsoring club’s label, which 
is attached to each machine. The 
agreed commission is paid to the 
club regularly each month; the 
machines are furnished free, and 
are maintained by Ford operators 
er representatives. 

Some operators still use “paid” 
locations, where club charity con- 
tracts are not involved, but ihese 
activities have become a small part 
of the entire operations. 


a Penny gum sales, the company 
reminds club prospects in an ela- 
borate brochure, mount up to more 
han $140,000,000 a year in the U. S. 
The brochure includes letters from 
selected Kiwanis and Lions clubs 
in all sections of the country, re- 
porting their success with the 
Fordway plan. The Shreveport, La., 
Kiwanis club, for instance, raised 
more than $25,000 in six years 
through these commissions, and 
erected a camp for underprivi- 
leged boys. 

To sponsoring clubs, Ford dis- 
patches a complete advertising and 
public relations kit, recommending 
locations and the spots not recom- 
mended; press releases; newspaper 
mats and Ford radio jingles; win- 
dow displays, direct mail, etc. 
Ford itself has been using page 
ads in Kiwanis Magazine and the 
Lion, as well as smaller space in 
other national publications, ex- 
pressing its thanks for endorsement 
of the Fordway “Sharing the Pro- 
fits” plan. 

Mr. Mason keeps in direct touch 
with company representatives and 
operators by flying to district head- 
quarters cities aboard a DC-3 
plane, the “Fordway Executive.” 
The “gum plane” itself frequently 
makes news on these trips, and aids 
the charity causes. 

Ford, which boasts that it is the 


only company which actually 


American countries, ask for data on EL 
LEON, Spanish language LIONS Magazine, 
about, for and edited by Latin Americans. 


A Tip or 49 
340,000 WEARERS OF THIS EMBLEM 
Read ONE Magazine Every Month 


—and they are quality buyers, too, as the average annual income of members 
of LIONS INTERNATIONAL is in the $5,600 - $6,500 bracket. THE LION 
is their official publication, read by every member of this great service club in 
more than 6,200 communities in every state and territory of the U.S. and 
Canada. LIONS are business and community leaders who live well, play hard, 
spend well. Average age, 43. For detailed information, including survey of 
the rich LIONS’ market, write for brochure: 


THE LION MAGAZINE 


Room 359, 332 S. Michigan Ave., Chicago 4, Ill. 
{is reach a wealthy export market in a} 


Represented by: 
S. L. Feiss 
Henry & Simpson 


New York: 
Los Angeles: 


STARTS DRIVE—This 

of the that 

broke in the Dec. 13 issue of Life for 

Pond’s tissues. The special promotion will 

run through April. J. Walter Thompson 
Co., New York, is the agency. 


ad 


initial 
new full-page campaign 


is the 


brands each piece of its penny gum, 
with the word “Ford,” produced a 
100-ball red, green and white pack- 
age for the Christmas trade this 
year, and is considering another 
potential market—trefills for the 
metal ball gum banks offered as 
children’s toys. 


Peirce Introduces 
New Wire Dictation 
System for Offices 


EVANSTON, ILtt.—After seven 
years of research and develop- 
ment work, costing almost $5,- 
000,000, Peirce Wire Recorder 
Corp. has unveiled its new 
wire dictation system for offices. 
The original research, done in 
cooperation with Illinois Institute 
of Technology under Navy spon- 
sorship during the war, resulted 
in a combination dictation-tran- 
scribing machine, which was intro- 
duced by the company immedi- 
ately after the war’s end. The 
present wire recorder dictation de- 
vice also has both the dictator 
and transcriber, but in two separ- 
ate units. 


a While: advertising and promo- 
tion plans have not crystallized, 
it is expected the Peirce wire 
recorder will get its heaviest play 
in magazines with large circula- 
tions among business men. Indi- 
vidual insertions will emphasize 
feature-to-feature comparisons 
with “name” dictation machines 
now in the field. Dealer adver- 
tising, based on the usual formula 
of a certain sum per machine, also 
is contemplated, although here, 
too, no final decisions have been 
made. 

The device is calibrated for 
quick indexing, has push-button 
controls, fast rewind, automatic 
back-spacing, typewriter bar and 
a new footpedal, and will sell for 
about $450. 

Bozell & Jacobs, Chicago, is the 
agency. 


Celomat to Spend $100,000 
Celomat Corp., New York, man- 
ufacturer of Vue-Scope television 
enlarging lenses and _ Teleroto 
turntables, will spend $100,000 for 
advertising during 1949. Half of 
the appropriation will be used in 
the New York metropolitan area 
and the remainder in other tele- 
vision areas of the country. News- 
papers, trade publications, and 
television spots and programs will 
be used. The agency is Tracy, 
Kent & Co., New York. 


Douglas to ‘Cosmopolitan’ 


Newhall Douglas, formerly on 
the sales staff of The American. 
Weekly, New York, has been ap- | 
pointed New England manager of | 
Cosmopolitan, New York, succeed- 
ing the late Frank O. Young. 


Appoints Rickard Agency | 
Willcox & Gibbs Sewing Ma-| 
chine Co., New York, has placed | 
its advertising with Rickard & 


Co., New York. 


Footnotes 


By G. D. CRAIN JR. 


How much field research is done 
among retail merchants before ad- 
vertising and promotional mater- 
ial for use in dealers’ stores is pre- 
pared by national advertisers? 
And how sure is the advertising 
manager or agency executive who 
is responsible for the program of 
“dealer helps” that the material 
is just what the dealer (not the 
doctor) ordered? 

These questions were raised as 
the result of some comments of a 
former agency executive who is 
now in the retail business, selling 
electrical appliances for a number 
of leading manufacturers. The lat- 
ter happen to be among the larg- 
est and most successful advertis- 
ers and merchandisers in the elec- 
trical appliance business, and yet 
this particular merchant looks on 
some of their efforts with a jaun- 
diced eye. 


s “Trouble is,” he said, “that the 
manufacturer assumes that he 
knows better than his retailers the 
sort of material they need to sell 
his goods. Unfortunately, the mer- 
chant is running an_ individual 
business, just as the manufacturer 
is, and some of the material pre- 
pared for dealers’ use, without 
consultation or discussion, just 
isn’t suited to a particular retail 
enterprise. 

“Stores differ in location, size 
and character, and in the markets 
they serve. Also, store and window 
layouts vary considerably, so that 
the display material prepared for 
all dealers handling a particular 
product, for example, is simply 
unsuitable for many of the stores 
where it is supposed to be used.” 

This ex-agency man admits that 
he feels a twinge of conscience 


when he recalls how he used to}: 


help prepare material for dealer 
consumption without taking the 
retailers into his_ confidence, 
blithely assuming that anything 
the great minds of the agency 
and the advertising department 
thought up would get nothing but 
hurrahs from the merchants. 


ws “I think many big, successful 
national advertisers would be 
astonished,” he continued, “to 
learn how much resentment is 
caused when the retailer is urged 
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I|to pay for certain advertising ma- 


terial which he would really much 
rather do without. Some of it 
which he buys because of pressure 
from sales promotion departments 
is never used, or is employed 
without the enthusiasm which is 
needed to make the effort work 
for either the manufacturer or 
the retailer.” 

The reason merchants purchase 
advertising and display material 
they don’t want, when it is offered 
to them by the manufacturer’s 
sales promotion department, was 
explained in simple terms by this 
former agency executive: “The 
retailer wants to retain his val- 
uable franchise, and feels that he 
must play ball if the manufacturer 
insists.” 

Of course it makes a lot of 
difference whether you’re on the 
receiving end of sales promotion, 
or are simply “merchandising” it 
to the trade; but when a profes- 
sional who has tried to make some 
of the national advertiser’s plans 
work at the retail level becomes 
so skeptical of their value, it 
might be time to stop, look and 
listen—to smart retailers who have 
been successful in selling the man- 
ufacturer’s products. 


Long Gets Candy Account 

Long Advertising Service, San 
Francisco, has been named to 
handle the advertising of Chiodo 
Bros., Oakland candy manufac- 
turer. 


NEW JERSEY'S FOURTH LARGEST MARKET 


ae 


NO COMPETITION 


| ae 
1 
. Bayonne 
) git 

Ain * CANNOT BE SOLD 

ad FROM THE OUTSIDE 
You are betting on a sure thing when * 
you place your advertising in THE 
BAYONNE TIMES. .. . There is no 
competition in Bayonne —no other 
newspaper or combination of papers 
can sell Bayonne. Only THE BAY- 


ONNE TIMES with its 93% home 
delivery can sell Bayonne. 


Send for the TIMES Market Data Book 
THE BAYONNE TIMES 
NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 
295 Madison Ave., WN. Y. » 228 N. LaSalle St., Chicago 
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Labor Government 
to Make Utilities 
of British Press 


Lonpon—If the socialist labor 
government of Britain is returned 
to office in 1950 for another five- 
year period, the British press 
will be fashioned into “a series of 
public utilities,” and the govern- 
ment will exercise “the run of the 
air” in the field of exposition. 

In a “manifesto” of socialist 
labor policy just published, 11 of 
Britain’s foremost policy makers 
have avowed their support for a 
continuous, effective propaganda 
machinery “designed to maintain 
or alter beliefs and behaviour.” 

The new book, published by 
Essential Books Ltd., London, also 
reveals the attitude of the labor 
government toward advertising, 
and the methods by which the 
government plans to use advertis- 
ing to achieve the goals which the 
Labor Party has set for itself. 


gs In Stephen Taylor’s chapter on 
socialism and public opinion (Mr. 
Taylor is a member of Parlia- 
ment), he declares: “The most 
powerful publicity is the publi- 
city of events. A battle won, an 
industry nationalized, an output 
target achieved or a price level 
reduced is worth more than a mul- 
titude of pamphlets.” 

Mr. Taylor declares: “Publicity 
and practice must march hand in 
hand. If publicity gets ahead of 
machinery for dealing with its re- 
sults, or out of step with the facts 
of the situation, both publicity 
and administration are discred- 
ited.” 

He goes on to say that good 
publicity needs courage, high vol- 
ume and frequency, painstaking 
preparation and proper timing of 
its release. In addition, he em- 
phasizes the necessity for continu- 
ing and expanding the government 
“information services” and attract- 
ing good men and women to this 
branch of government service. 


we As for newspapers, he says (in 
what may well be the first semi- 
official declaration of the Labor 
Party’s intentions): “The com- 
mercial control of a large part of 
the opinion-forming machinery of 
the country is scarcely less odious 
than state control would be. It 
should not be beyond the wit of 
man to devise a method of con- 
verting the mass circulation press 
into a series of public utilities, 
with complete freedom for their 
editors to select and publish what 
they deemed it was in the public 
interest to publish.” 

The policy on information media 
(which the 11 authors do not ex- 


If you like 
fine photo offset 
right on schedule try 


FINE OFFSET PRINTING 


The Veritone Co., 57 W. Grand Ave., Chicago 
Telephone Whitehall 5957 


pect to crystallize until the per- 
iod 1950-1955, if the Labor Party 
is then returned to power) applies 
also to the British Broadcasting 
Corp. 

Says Mr. Taylor: “The BBC is, 
apart from Parliarzent itself, per- 
haps the most effective state in- 
strument of expression which the 
human race has yet been able to 
contrive...In the field of exposi- 
tion, the government has the run 
of the air. That it has so far failed 
to use it as it should is due. . .to the 
weight of parliamentary and ad- 


ministrative duties which ministers 
have had to shoulder.” 


Appoints Shugg V. P. 


W. I. Shugg, former advertising 
manager of Home Products Inter- 
national, New York, has been ap- 
pointed vice-president of Copi- 
fyer Lithograph Corp. of Cleve- 
land, in charge of the New York 
office. 


Opens Student Poster Contest 


The 15th annual Cleveland Stu- 
dents’ Poster Art Exhibit contest, 


Advertising Age, December 27, 1948 


which is being sponsored for the 
first time by the Central Outdoor 
Advertising Co., has been opened, 
offering $600 in war bonds and 
stamps as prizes. Any student in 
any school in Cuyahoga County, O., 
is eligible. All entries must be in 
by March 28, 1949. 


FC&B Names LaBlonde V. P. 


Robert LaBlonde, former direc- 
tor of the news bureau of Foote, 
Cone & Belding International, New 


York, has been appointed vice-|He will succeed 


joined the agency in October, 1947. 
He was previously public relations 
director of McCann-Erickson in 
Detroit. 


McKesson Transfers White 


Robert H. White, sales man- 
ager of the Portland, Ore., division 
of McKesson & Robbins, Inc., since 
January, 1944, will be transferred 
on Jan. 1 to Spokane where he 
will become vice-president and di- 
vision manager of the company. 
Graves, 


president of the company in charge vice-president, who is retiring in 
of public relations. Mr. LaBlonde! the spring. 


second to none! 


colors! 
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®@ Present HOUSEHOLD biggest in history 
—most articles, most ads! 


® Advertising revenue up 35% this year 


@ Million dollars in new business since 
introduction of new format! 


@ More four-color pages—reproduction 


@ And still this low cost per 1,000—$2.40 
for black and white, $3.20 for four 


Bigger! 
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“ox Bros. Appoints Seelig 


Advertising Age, December 27, 1948 


Fox Bros. Mfg. Co., St. Louis, 
has retained Seelig & Co., St. Louis, 
to handle advertising for its Pro- 
texol fire-proofed climated wood. 
For the past eight months, the 
agency has been directing the ad- 
vertising of another Fox product, 
— Gate City awning win- 
dows. 


Humphrey Appoints Day 


Robert W. Day has joined H. B. 
Humphrey Co., New York, as di- 
rector of television and radio ac- 


count executive. He previously 


was radio director for John Han- 
cock Mutual Life Insurance Co., 
Boston. 


Doner Promotes Freeman 


Norine Freeman has been named 
radio and television director of 
W. B. Doner & Co., Chicago, suc- 
ceeding Phil Edwards, who has re- 
signed. Mrs. Freeman, formerly 
radio director of Carl Byoir & As- 
sociates, New York, joined Doner 
last June as director of public re- 
lations. She will continue to handle 
that department in addition to ra- 
dio. 


St. Regis Paper 
Promotes Ferguson, 
Shuffles Executives 


New YorK—Roy K. Ferguson, 
long-time president of St. Regis 
Paper Co., has been naméd chair- 
man of the board. James H. Allen, 
a director and president of two St. 
Regis subsidiaries, Florida Pulp & 
Paper Co. and Alabama Pulp & 
Paper Co., has been named vice- 
chairman, a new post. 


At the same time, the resigna- 
tions of Carl B. Martin and Lyman 
A. Beeman as vice-presidents, and 
the appointments of Benton R. 
Cancell and William R. Adams as 
vice-presidents, were announced. 

Mr. Martin joined the company 
in 1913, and had been secretary, 
treasurer and vice-president and 
director of the company, success- 
ively. He will be employed as a 
consultant, and will have his own 
office in Watertown, N. Y. Mr. 
Beeman, who joined St. Regis in 
1937, and has been a vice-presi- 


farm homes. 


America’s appliance stores! 


market! 


No doubt where the greatest home show is. Small 
cities and towns! They contain 60% of all non- 


The more homes, the more home equipment. 
Small cities and towns account for 62% of 


is the only big monthly aimed directly at this 


Not only that. Even in this rich area, HOUSE- 
HOLD hits the bigger homes (more housekeep- 


Capper Publications, 


HOUSEHOLD 


a magazine of action sor small cities. andl Towns 


ing), the bigger families (more cooking, more 
washing). What a market for appliances! 


Particularly when HOUSEHOLD urges these 


And HOUSEHOLD 


families to buy—regularly—with continuous, 
Idea-Planned editorials on new home equipment. 

With such a potent combination—(1) the 
greatest home market, (2) the biggest home 


owners, and (3) articles that back up the ads— 


Inc., Topeka, Kansas 


no wonder leading advertisers agree, ‘Success 
is a HOUSEHOLD word!” 


dent since 1946, will continue to 
act in an advisory capacity, but his 
major attention will be devoted to 
Finch, Pruyn & Co., Glens Falls, 
N. Y., of which he is now vice- 
president. 

Mr. Cancell rejoined St. Regis 
on Oct. 1, after nearly three years 
as vice-president in charge of man- 
ufacturing for Powell River Co. 
Ltd. In 1945 he was assistant to the 
president of St. Regis, after war 
work with WPB. Mr. Adams joined 
the company in 1937, and is in 
charge of production of several of 
the company’s kraft paper mills, 
and is vice-president of Taggart 
Corp., a St. Regis subsidiary. 


Pacific Hooperating Shows 
Jack Benny in First Place 


Jack Benny placed first among 
the first 15 programs in the De- 
cember Pacific Program Hooper- 
atings. Fibber McGee and Molly 
ranked second with Bob Hope 
third. 

The average evening sets-in-use 
of the 32.1 reported was up 5.7 
from the last report, and down 
0.4 from a year ago. The average 
evening rating was 8.9, up 0.6 from 
the last report, and down 0.1 from 
a year ago. 


Increases Circulation 

Effective January, 1949, Out- 
doors, published by the Open Road 
Publishing Co., Boston, will have 
a new net paid circulation of 400,- 
000, at no increase in advertising 
rates. 


‘Legion’ Names Durstine 

American Legion Magazine, New 
York, has named Roy S. Durstine, 
Inc., as its advertising agency. The 
account was previously handled by 
Warwick & Legler. 


+. Glue tefp 
fe and go if it 
kills you... 
or... stay at 
home and be a 
sad sack to her 
--. mister! 


But when you've 
OVERLOADS 


| in TRANSCRIBING | TRANSCRIBING 


...» those, sir, are 


Our Worries! 


You see, sir, more than 3000 great 
corporations and utilities load their 
office OVERIoads on our shoulders. So 
could you. 


They call us to break down their 
QUESTIONNAIRES fast, accurately, 
and completely, with punched card 
accounting. 


We sift out the hidden, almost inex- 
tricable facts and opinions and beliefs 
that are buried in audits, in question- 
naires, in research efforts . . . and give 
them the useful, directing facts and 
opinions quickly. 

We'd do your modern inventories 
regularly, keep them up-to-date... 
compile sales by products, by depart- 
ments, by season, by men, by adver- 
ae 

Never load your overloads on over- 
loaded shoulders... put them on ours. . 
call us . . ask for information. We'll 
gladly explain ...if you'll 


<“Auonunman 


The nation's foremost office overload service 
WORKMAN SERVICE, INC. 
109 N. Wabash Ave., Chicago 2, III. 
Other office locations: 
New York City * Los Angeles 


Minneapolis * Seattle 
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Adds Personal Memories 
to Comptometer Story 

To the Editor: The article on 
the beginnings of Comptometer’s 
“informative-institutional” ads 
(AA, Dec. 6) brought back some 
vivid memories of the writer’s 
1939-1940 tour of duty with Ayer 
in Philadelphia. 

As an advertising beginner he 
was a member of Ayer’s business 
production department, which was 
a sort of no-man’s land wherein 
newly-hired production men tried 
to cope with the vagaries of crea- 
tive people upstairs on the one 
hand and with Ayer account exec- 
utives in branch offices on the 
other. Among other duties the 
detail end of the Comptometer 
account was assigned to the writer 
and he first became acquainted 
with William B. Clark, the account 
executive, and Ed Zern, the copy- 
writer. 

Shortly I discovered that when 
layout and copy for one of Mr. 
Clark’s clients was promised to 
him in Chicago by a certain date 
it had better be there—or else! 
The rock-ribbed Mr. Clark also 
had a mania for correct key 
numbers in Comptometer adver- 
tisement address settings. This 
came to light after a Comptometer 
plate was passed from one publica- 
tion to another without instructions 
for key number change. Badly sha- 
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ken by this experience, and other 
similar errors, I would stop in Ed 
Zern’s cubicle for sympathy. 

At that time Ed was probably 
the only live New Dealer in the 
Ayer estavlishment and frequently 
we would lament the fact that our 
Mr. Clark was known to associate 
such political leanings with non- 
readers of the Chicago Tribune, 
revolutionists and people who for- 
got key numbers. During the fall 
of 1940 Ed Zern was given to 
wearing a huge Landon sunflower, 
a left-over from 1936. This token 
of past defeat was an unpleasant 
reminder to the overwhelming 
Willkie contingent among his as- 
sociates. On other days Mr. Zern 
would vary his political regalia by 
wearing a Roosevelt button about 
the size of a pie plate. 

Fishing was at that time, and 
possibly still is, Mr. Zern’s con- 
suming interest. It was his custom 
to expound at some length on a 
particular theory of casting before 
he could be expected to cut a word 
or two of Comptometer copy for 
the printer. 

It must have been late in 1939 
that Mr. Zern created his master- 
piece, the “Uncle Ira is a Screw- 
ball” ad, for Comptometer. What 
ADVERTISING AGE did not say, how- 
ever, was that the layout sketch 
of Uncle Ira done, I had thought, 
by Dick Hook, rather than Robert 
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Riggs, was so appealing to the 
client that he gave express in- 
structions to Mr. Clark that the 
layout illustration was not to be 
changed in any way in the trans- 
ition to finished art. I remember 
that Mr. Clark’s memo, passing on 


was especially binding on all con- 
cerned. 

Feeling that the original Uncle 
Ira must be preserved at all costs 
and knowing that if he was not, 
all hell would break loose, I 
tried to get confirmation from Ed 
Zern that he would not, at the 
last moment, substitute a fish for 
Uncle Ira. Evidently no _ such 
thought had entered his mind, 
however, and the ad was produced 
without incident, and with the 
right key number. The unusual 
team of Messrs. Clark & Zern went 
right on turning out worthy suc- 
cessors to Uncle Ira for Comptom- 
eter. 

Proving that their Comptometer 
efforts did get around, in 1943 I 
was in Auckland, New Zealand. 
While my ship was being re- 
paired, I happened to look at an 
Auckland telephone directory and 
discovered the name of “Walter 
J. Thompson, Advertising Agents.” 
Naturally intrigued by the listing, 
and wondering if there was any 
connection between that concern 
and a rather large agency of a 
similar sounding but transposed 
name in the States, I looked up the 
address. In the course of some 
shop talk with the owner he pulled 
out a battered copy of Time, turned 
to the Uncle Ira ad of Comptometer 
and said: “What has that got to 
do with an adding machine?” 
Maybe the explanation didn’t sat- 
isfy him but it certainly looks as 
if it satisfies Comptometer! 

WELLES R. WILEY, 

West-Marquis, Inc., Seattle. 


Agreement from Vancouver 

To the Editor: I would invite 
The Creative Man’s comment on 
the Carstairs advertisement, Page 
75, Nov. 8. 

It would seem to me that here 
again an industry is verging closely 
on the suggestions and practices 
that every sales manager condemns 
as part of the earlier weaknesses 
of “selling” as a profession. 

Whenever a young man invites 
my advice regarding “what he shall 
enter as a life work” I stress the 
advantage of getting into the sell- 
ing of something as a start. If he 
is interested in advertising, I still 
recommend a selling job as an ap- 
prenticeship, and usually suggest 
that he subscribe to AA. 

The suggestion in this advertise- 
ment is not one of the ideas I 
would hope that he would gain 
from your excellent publication. 

Roy A. HUNTER, 

Advertising Counselor, Van- 

couver, Can. 

Editor’s Note: It is a bit naive to 
take the Carstairs copy as though it 
were written in deadly earnest. 
The Creative Man has already 
kicked the campaign around (AA, 
Nov. 15). 


This May Go On and On... 


To the Editor: You will know by 
now that I read every issue of 
ADVERTISING AGE thoroughly. On 
Page 50 of the Dec. 6 issue are 
some quotes from George Walker, | 
industrial designer. Some of what | 
he says makes sense, but when he | 
said, “Eighty-seven per cent of all | 
merchandise in the United States is | 
purchased by women,” he shows | 
the need for getting himself up-to- | 
date—especially if, as he says, he 
“views the woman as the major 


purchaser of an automobile.” 


I’ll be pleased to send Mr. Wal- 
ker a copy of a major bit of re- 
search on “The Male vs. Female 
Influence in Buying and in Brand 
Selection” in which it is proved 
rather conclusively that when it 
comes to the make of a car the 
man has 82% of the buying influ- 
ence. Who says so—why the wo- 
men themselves—and what’s more 
the little lady doesn’t even rate 
87% influence on many of the 65 
products surveyed. 

Every time ADVERTISING AGE 


Mr. Koch’s comment on this point, ‘gives popular support to the now 


exploded theory that 85% of all 
purchases are female influenced, 
you may expect to hear from me. 
Girrorp W. PLUME, 
Advertising Manager, True, 
New York. 


Cactus Misplaced, So What? 
ATA Defender Asks 

To the Editor: I really haven’t 
the time to be writing this letter 
as I’m shooting for the last form 
on several “extendeds,” but years 
ago I had a Sunday School teacher 
who was always picking at imagin- 
ary threads of lint on his blue- 
serge suit and I made a vow then 
to drop whatever I’m doing when I 
see someone wasting his time pick- 
ing on someone just to make him- 
self feel better. 

The people being picked on are 
the American Trucking Associa- 
tions, its advertising agency and 
their families. The person who 
picked on them was Ward Hicks, 
Advertising, Albuquerque, N. M., 
in your Dec. 6 issue. 

If the ATA, its agency and their 
families will allow me to say a 
few words in their defense—words 
I’m sure they are too gentlemanly 
to say for themselves—I will now 
light into Mr. Hicks: 

It seems that Mr. Hicks is all 
riled up because an ATA ad 
showed a “saguaro cactus” in a 
locale on the Santa Fe Trail in 
which he would bet his last dol- 
lar there are no such things—nor, 
he continues, are there any with- 
in a hundred miles of that spot. 
He even says, “there never will 
be.”” He didn’t actually bet his last 
dollar, but he waxed pretty wroth 
about it—probably could get a bet 
out of him if we tried, but that’s 
not the point. What I want to 
know is, who the hell cares? 

Mr. Hicks closes his letter by 
stating that the “ATA is certainly 
placed in a pretty silly position.” 
That was the point where I de- 
cided to answer for ATA. And I’'ll 
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bet my last dollar that ATA et a 
don’t feel silly, don’t give a damn 
and will place another cactus i 
the same locale if they feel like it 
Furthermore, they’ll put handle: 
on ice cream cones if they want to 
Also, Ill bet it’s only becaus: 
they are gentlemen that the: 
don’t reply with: “We’re onto you 
Hicks—you don’t care either. You 
worked up that dither just so you 
could write a letter displaying th: 
fact that you recognized the type 
of cactus and could spell Sa- 
guaro.” 
BILL KIRKLAND, 
W. S. Kirkland, Advertising, 
Chicago. 
sea68 


Wins on a Technicality 


To the Editor: Could it be pos- 
sible that one of AA’s own adver- 
tisers is running an un-proof-read 
ad? 

I refer to Photo-Matic Co.’s 
over-generous offer of photo re- 
productions at the rate of 6% hun- 
dredths of a cent each (“.06%¢,” 
the ad said). 

Too bad I haven’t got a photo 
of which I want 200 copies. Thir- 
teen cents for the lot would be 
mighty good buying. 

Ropert L. PICKERING, 

Robert L. Pickering Advertis- 

ing, San Francisco. 


Editor’s Note: Mr. Pickering is 
right. on a technicality, but the 
Photo-Matic price is 64%2¢ each. 


ses 
On the Taking End 


To the Editor: One more and, we 
trust, final repercussion from the 
ad “How Good Is Your Memory,” 
featuring a 20-year-old photograph 
of this agency’s male personnel, 
which Partridge & Anderson Co. 
ran in your Nov. 22 issue. 

Jim Free, one-time member of 
our staff, visiting in Chicago last 
week, wanted to know why he 
wasn’t in the picture. 

Well—he wasn’t in it—because 
he took it, being at that time the 
youngest member of the group. 

Jim later left us to head up Free 
& Sleininger and its successor, Free 
& Peters, radio station representa- 
tives, and to become a co-owner of 
Sona-Vox, ubiquitous radio sound 
effect. Now, sleek and solvent, Jim 
and his wife are living in Santa 
Barbara, where they raise avoca- 
dos, Laborador retrievers 
grandchildren. 

JOHN J. FINLAY, 

Vice-President, Aubrey, Moore 

& Wallace, Inc., Chicago. 
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‘Never Felt Need to 
Advertise’: Hershey 


Chocolate Manufacturer 
Not Opposed to Ad Use; 
Keeps Founder’s Policy 


By LAWRENCE M. HuGHEs 


HERSHEY, Pa.—The paths of 
U. S. 22 and 422 have been beaten 
broad and smooth largely by ad- 
vertising agents and space and 
time peddlers, with the dogged 
hope that Hershey Chocolate 
Corp., after 45 years, might be 
turned into an advertiser. 

But with Hershey as dominant 
as ever in serving the nation’s 
chocolate and cocoa, and with de- 
mand still running ahead of even 
its great facilities to supply it, 
Percy Alexander Staples says: 
“We're no closer than ever to be- 
coming an advertiser.” 

Is this single outstanding ex- 
ample of successful brand mer- 
chandising without advertising a 
holdout for any special reason? 
Definitely not, say company offi- 
cials. Hershey is neither for nor 
against advertising. It doesn’t use 
advertising because “we’ve simply 
never felt the need for it.” 


# Known locally as “P:A.,” Mr. 
Staples in 1947 became chairman 
of the board and president of Her- 
shey Chocolate, and chief custo- 
dian of this and a lot of other 
enterprises in the United States 
and Cuba which the late Milton 
Snavely Hershey founded. 

The chocolate company alone 
now has more than $60,000,000 
assets and more than $150,000,000 
annual sales. The combined worth 
of all Hershey enterprises prob- 
ably exceeds $100,000,000. 

Staples follows literally in Her- 
shey’s footsteps. As an executive, 
he adapts and revises policies to 
meet changing conditions, but 
as a trustee, he is always seek- 
ing to conserve both the policies 
and the things upon which the 
founder built. 

In Cuba Staples worked for 
Hershey for a quarter of a cen- 
tury before Hershey died in 1945. 
Moving his headquarters from 
Central Hershey, Cuba, to Her- 
shey, Pa., early last year, Staples 
traveled 2,000 miles. But he has 
not deviated an inch in business 
practice. 


a The growing intensity of com- 
etition to fill the nation’s sweet 
ooth, by hundreds of smaller com- 
yanies and such important ones as 
yeneral Foods, with Walter Ba- 
cer chocolate, and Lamont, Cor- 
iss, with Nestle’s chocolate, leaves 
tiant Hershey plugging along, un- 
erturbed. 

There’s a feeling of quiet con- 
idence and deep-rooted stability 
ibout this tailor-made Lebanon 
Valley town that is almost un- 
anny. 

The most potent group in Her- 
heydom is the board of directors 
ff Hershey Trust Co., of which 
?, A. Staples is president. Under 


Milton Hershey’s deed of trust 
(his wife died before him; they 
had no children), the trust com- 
pany’s directors are the board of 
managers of Hershey Industrial 
School and Hershey Foundation, 
which operates Hershey Junior 
College, and of a substantial trust 
which Hershey left to aid public 
schools in surrounding Derry 
township. 


# But the Industrial School, which 
now cares for 1,200 orphan boys, 
is the founder’s chief beneficiary. 
Once a poor farm boy himself, 
Hershey wanted other boys to 
have education and training that 
were denied him. Staples, or- 
phaned at 12, has his own reasons 
for wanting to give these boys a 
break. 

(Hershey barred girls from the 
school because, he said, “There are 
almost always relatives or out- 
siders who will take care of or- 
phan girls. They are useful in the 
house. Boys, however, are looked 
upon as somewhat of a nuisance.”’) 

In 1909 he endowed the school 
with 500,000 shares of Hershey 
Chocolate Corp. stock, which later 
had a market value of $60,000,000. 

As trustee, the Trust Company 
controls through majority stock 
ownership Hershey Chocolate, 
Hershey Estates, Hershey National 
Bank and other corporations. The 
estates in turn operate the Her- 
shey Hospital, Hershey Hotel, de- 
partment store, soap factory, fer- 
tilizer plant, amusement park, 
sports arena, golf courses, etc. 

(Milton Hershey was prodigal in 
philanthropy, but he wasted noth- 
ing. When kraft paper and card- 
board cartons replaced wooden 
shipping boxes, he turned this 
plant, owned by the Hershey Es- 
tates, into the manufacture of fine 
furniture. ) 


@ In and around this town (pop. 
3,500) Hershey enterprises em- 
ploy 5,500 people. More than 3,000 
are in the 65-acre chocolate plant. 
The rest are in the Estates and on 
76 farms owned by various Her- 
shey interests. 

On the 12,000 acres of its own 
farms, Hershey produces annually 
10,000,000 pounds of milk, con- 
sumed in making chocolate pro- 
ducts, and dairy products for the 
community’s needs. The farms 
also supply much of the meat, 
vegetables and fruit used by the 
community. But Hershey Choco- 
late still buys 250,000,000 pounds 
of milk each year from 5,000 inde- 
pendent farmers within a radius 
of 75 miles. 

For consumers Hershey makes 
milk chocolate bars, almond 
and bittersweet bars, “Mr. Good- 
bars,” “dainties,” milk chocolate 
“Kisses,” baking chocolate, cho- 
colate syrup, hot chocolate pow- 
der and breakfast cocoa. For the 
confectionery, baking, ice cream 
and other industries the company 
provides chocolate coatings, un- 


sweetened chocolate, chocolate 
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syrup, cocoa powder and cocoa 
butter. 

It all adds up. Hershey sells 
about one-third of all chocolate 
and cocoa products consumed in 
the United States—which in turn 
consumes about 40% of all these 
products consumed in the world. 


s Milk chocolate is simply a mix- 
ture of chocolate (from cacao 
beans imported from Africa’s Gold 
Coast, Latin America and some 
other equatorial areas) milk, and 
sugar. 

Hershey owns no cacao bean 
plantations, but in and around 
Central Hershey, on Cuba’s north 
coast, 28 miles east of Havana, 
it turns out a powertul lot of 
sugar, which is sold in eastern 
United States and in foreign coun- 
tries. 

Through the jungle Hershey 
carved wide macadam_ roads, 


built an 80-mile electric rail- 
road between Havana and Matan-| 
zas, and acquired 60,000 acres. The | 
railroad now carries more than) 
1,000,000 passengers and 1,000 000 | 


tons of freight annually—for the 
public as well as Hershey Sugar. 
At Central Hershey in the Yumuri 
valley grew another tailor-made 
town, and the largest sugar re- 
finery in Cuba, with satellite mills 
throughout the 500-square-mile 
area. Among Hershey’s Sugar sub- 
sidiary operations are peanut oil 
refining and henequen growing 
for the manufacture of rope. 


s Until April 1, 1946, all the stock 
and the operation of the seven 
Hershey companies in Cuba was 
controlled by Hershey Trust Co. 
Then these were merged into Cu- 
ban Atlantic Sugar Co. Fifty per 
cent of the preferred and 10% of 
the common stock of this largest 
cane sugar producer in the world 
then became part of the trust fund 
of Hershey Industrial School. 
Stocky, energetic, resourceful 
Milton Hershey was 88 when he 
died. He was past 40, and a mil- 
lionaire from caramel-making in 
Lancaster, Pa., when he decided 
to retire. He bought the old family 
homestead in Derry township, 


picked up 1,200 acres of hill and 


in the 


then 
“wilderness,” about 
15 miles from Harrisburg, he built 
a chocolate factory. 


dale nearby—and 
midst of this 


(To skeptical friends he said 
that if the business failed, he could 
turn this six-acre factory into “a 
large dairy barn.”) 

After spending his first 46 years 
in candy kitchens, in Lancaster, 
Philadelphia, Chicago, Denver and 
New York, even failure probably 
would not matter as long as he 
could be outdoors in the soil again. 

He was past 60 when he first 
invaded Cuba. There, in 1921, P. A. 
Staples joined him. 


s Born in Maine, graduated from 
Massachusetts Tech in civil and 


hydraulic engineering, Staples 
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served before graduation with the 
U. S. Coast and Geodetic Survey 
in the Philippines and with a com- 
mission deciding border disputes 
between the United States and Ca- 
nada. Later he organized and man- 
aged public utilities in the East and 
Middle West, and in 1918 he be- 
came a partner in a consulting en- 
gineering firm in New York, rep- 
resenting British interests. 

Caught sugar short in World War 
I, Hershey went to Cuba to de- 
velop his own sources. He had met 
Staples and brought him there as 
comptroller. The two men jibed so 
well that within two months 
Staples was general manager of 
these properties. In 1927 he was 
made president of all the Hershey 
Cuban companies and a director 
of Hershey Chocolate. 

Over-expansion and competition 
from other sugar sources nearly 
ruined Cuba’s sugar industry. Po- 
litical changes on the island made 
the going tough. But Staples— 
diplomat as well as administrator 
—kept Central Hershey growing. 


= Before his death Milton Her- 
shey had named Staples presi- 
dent of Hershey Trust Co. and 
chairman of the managers of Her- 
shey Industrial School. On March 
25, 1947, Staples succeeded Wil- 
liam F. R. Murrie as head of the 
chocolate company. 

The business had grown like 
a weed. Powers and responsibil- 
ities had remained largely in the 
hands of the chief executive. One 
of Staples’ first moves was to de- 
centralize them. To this end, he 
issued to all officers and employes 
a “table of organization,” which 
specified each man’s area of acti- 
vity and the relationship between 
policy and administration on the 
one and production on the other. 

In addition to Mr. Murrie, who 
had first joined Milton Hershey 
in 1896, two other veteran execu- 
tives who retired last year were 
Ezra F. Hershey, the founder’s 
cousin, treasurer, and O. E. Bord- 
ner, comptroller. 

Replacing them on the board of 
directors were J. J. Gallagher, 
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general sales manager; S. F. Hin- 
kle, plant manager, and W. E. 
Schiller, new treasurer and comp- 
troller. Schiller joined the cor- 
poration in November, 1947, but 
Gallagher and Hinkle had been 
with it since 1911 and 1924, re- 
spectively. 


ws Hershey Chocolate has only 
seven directors and only three of- 
ficers—-Staples, L. W. Majer, sec- 
retary, and Schiller. Hershey Trust 
lists only four officers. 

Mr. Gallagher’s promotion sug- 
gests Mr. Staples’ concern with 
“relations.” The general sales man- 
ager is listed also in Standard Ad- 
vertising Register as “advertising 
and sales promotion manager.” 
And as a matter of fact, in its 
own way, Hershey Chocolate has 
done quite a lot of advertising. 

One “peddler”’ who persuaded 
Milton Hershey to break his “no- 
advertising” rule was the late 
Barron Collier, car card magnate. 
To get Hershey bars on sale in 
New York subway stands, which 
Collier controlled, Hershey had to 
use car cards and three-sheet pos- 
ters in these subways. 

A decade ago Hershey soap was 
advertised in eastern newspapers. 
But this, Staples emphasized, was 
“a new and separate venture” of 
the Hershey Estates. While not a 
large business, due to the limited 
supply of raw materials, it is op- 
erating successfully. But it no 
longer advertises. 

Today, Hershey Chocolate sup- 
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plies newspaper mats for use by 
| some of its 600,000 retailers (which 
include grocery, drug, candy, vari- 
|ety and department stores and 
|vending machines). But the Her- 
|shey people denied that it pays 
the space cost of any of them. 

“We're not for or against adver- 
tising,” said Gallagher. “We’ve 
never felt the need for it. Our 
trade doesn’t demand large-scale 
advertising. Our products do 
nicely without it.” 


= But without benefit of pub- 
lishers, broadcasters or outdoor 
plant owners, or advertising agen- 
cies, Hershey Chocolate has ways 
of winning a lot of good will. 

The 400,000 who visit this com- 
pany town annually are impressed 
by its beauty, order and cleanli- 
ness. They come away bearing 
booklets (printed in Hershey Cho- 
colate’s own plant) with such 
titles as “M. S. Hershey Lives On,” 
“The Story of Chocolate,” “The 
Modern Office Building.” 

“M. S. Hershey Lives On” was 
written by his nephew, Joseph 
Richard Snavely, and originally 
was titled “Meet Mr. Hershey.” 
Mr. Snavely’s estimate of the foun- 
der was as sweet and gooey as 
chocolate syrup. 

“As if for inspiration and guid- 
ance,” he wrote, “Mr. Hershey had 
a neat card hung on the wall in 
his office with this poignant mes- 
sage: ‘Business is a Matter of Hu- 
man Service,’ and there you have 
the sesame of success.” 

But the fact is, Gallagher 
pointed out, that the “Hershey 
spirit,” and Hershey products, are 
the company’s best advertisements. 


a Milton Hershey pioneered in 
milk chocolate in this country. At 
the Chicago World’s Fair in 1893 
he saw German chocolate-making 
machinery, which he bought and 
brought back to Lancaster. While 
still in the caramel business he 
developed formulae for milk choc- 
olate. 

When the first factory unit was 
completed he appointed the best 
distributors he could reach (Her- 
shey now has more than 10,000 of 
them) and when sugar was short 
in both world wars, he tried to 
treat them and the retailers fairly. 
Hershey claims to be the only cho- 
colate maker to have rationed all 
its customers equitably during 
World War II. 

And when competitors tried to 
cut in, Hershey met them with 
better values. The price structure 
of the whole industry is deter- 
mined by cost of ingredients and 
wages (both now at an all-time 
high mark) and freight rates. But 
Hershey believes that, with con- 
trol of so much of its own sources 
and producing in a highly-auto- 
matic factory, it can meet price 
competition without cutting qual- 
ity. 

Hershey workers are now union- 
ized, but many of them are still 
rooted in the soil almost as deeply 
as the farmers around the valley. 
Largely Pennsylvania Dutch (Mil- 
ton Hershey was of Swiss descent), 
they are an independent and some- 
what insulated race, who still 
speak of people from Virginia or 
Ohio as “foreigners.” 

But they have accepted from 
Milton Hershey a lot of creature 
comforts, entertainment facilities 
and scenery embellishments. In 
fact, they are proud of them. 


ws Hershey, Pa., boasts a rose gar- 
den with 94,000 plants; a 1,000- 
acre park; a Community Building, 
which contains a library, dining 
room cafeteria, theaters seating 
2,000 and 700, and game facilities. 
It has a sports arena seating 
8,000, a stadium for 15,000, and 
a mammoth swimming pool. After 
his wife’s death, Milton Hershey 
turned his ample home into a 
community country club, reserv- 
ing only two rooms. for himself. 

» * if there were not chocolate 


HERSHEY DISPLAYS—Although Hershey Chocolate buys no space or time advertising 
it is an extensive and varied user of point-of-purchase material for its 600,000 
retail outlets. 


enough in the atmosphere, he 
named the main thoroughfares 
Chocolate and Cocoa avenues. 
Others were called Granada, 
Areba, Trinidad, Java, Para and 
Ceylon because “we get our best 
grades of cacao beans from those 
places.” 

He provided the land and ap- 
proaches for a Philadelphia & 
Reading station, induced Uncle 
Sam to open a post office, angeled 
schools, churches, transport, water 
and sewerage systems. 


= But still he denied the charge 
of paternalism. Or perhaps he was 
never able completely to effect it. 
He wanted his employes to live 
here, but about two-thirds of them 
live elsewhere. For these he built 
an electric railway system to bring 
them to work. 

Both Staples and Gallagher 
pointed out that Hershey workers 
are “independent.” They may live 
in a Hershey-built home, eat in 
a Hershey restaurant, buy at a 
Hershey store, but no one even 
suggests this or pries into their af- 
fairs. Hershey has no spies to 
keep track of them when the 
business day ends. 

Staples also said in all serious- 
ness that “Hershey is not a com- 
pany town. Most of the people own 
their own homes here. The reason 
many of our employes and other 
people deal with the Hershey bank, 
hotel and other businesses here is 
not because they are Hershey- 
controlled but because they give 
good values and service.” 


ain effect P. A. Staples is 
“mayor” of Hershey, Pa. But 
strictly speaking Hershey is not 
a town but a part of Derry town- 
ship. It’s also a state of mind. 

The spirit of Milton Hershey 
pervades, for example, the In- 


dustrial School. Whatever trade an 
orphan lad there decides to fol- 
low he must also learn farming— 
because Milton Hershey loved 
farming. 

The spirit expresses itself in 
quiet efficiency. 

Most modern of all the Hershey 
structures is the gray limestone 
office building. In addition to be- 
ing air-conditioned and noise-in- 
sulated (no sound can travel more 
than a few feet), and insulated 
against drafts, dust and fire, and 
shadowless, 
A series of lights in each room 
tells the workers what kind of 
weather to expect when they go 
out. 

Hershey claimed that others sold 
him on a windowless building. “I 
didn’t want to be arbitrary about 
it,” he said. 

But in the process he saved 
money—the cost of window glass, 
awnings, shades and screens. It 
increased the cost of light but 
reduced the cost of heat. 


ws Adjoining the office building is 
the biggest chocolate factory in 
America. 

Recently-introduced bar-mak- 
ing and wrapping units, 185’ long 
by 5’ wide, produce 30% more 
chocolate bars on 20% less floor 
space; reduce the number of work- 
ers on each from 17 to 11; give 
$1.30 of production for each $1 of 
their predecessors. 

Almonds for almond bars are 
now counted and spread in molds 
mechanically. Into the molds, 
machines pour chocolate; move the 
mixture to a shaker table, where 
it is leveled and “de-bubbled”’; 
take the bars to a long cooling box 
and carry them to wrappin 
machines. 
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iation. 

Before going into the molds, 
the milk, sugar and chocolate mix- 
ture is stirred automatically for 
96 hours to insure “velvety 
smoothness.” 


w Only a half-dozen of the 300 
words required by Mr. Staples to 
present his first annual report as 
president of Hershey Chocolate 
Corp. could be regarded as de- 
scriptive adjectives. This report, 
for the year ended Dec. 31, 1947, 
was dated Feb. 14, 1948. 

Comparative figures with ear- 
lier years still are not available. 
But Mr. Gallagher mentioned that 
Hershey Chocolate has made a 
profit every year except one and 
that, in good times or bad, sales 
have “grown like Topsy.” 

On gross sales (less discounts, 
returns and allowances) of $120,- 
658,759 in 1947, the corporation 
made a net profit (after $10,- 
140,000 income taxes) of $14,- 
968,494, or about 12%. 

Meanwhile, however, $6,000,000 
of net profit was transferred to 
“reserve against future inventory 
price decline.” This left a “net 
profit balance” of $8,968,494. In 
1946 net profit was listed as $8,- 
495,853. 

Total assets last Dec. 31 were 
$59,373,604, of which $49,588,478 
were current assets ($17,455,498 
in cash), as against $14,739,570 
current liabilities, or a ratio of 
3% to 1. 

Actually the corporation’s po- 
sition is stronger than these fig- 
ures indicate. Although cost of 
plant and property was $24,462,- 
796, reserves for depreciation were 
placed at $14,677,670. Thus- plant 
and property were listed as 
“worth” $9,785,126, or about 60% 
less than cost. 

Capital stock outstanding was 
$13,377,000 and earned surplus 
was $25,256,134. 


s The Hershey sales operation is 
similarly “conservative.” 

“Mr. Hershey never thought 
competitively,” Gallagher said. 
“He never wanted to get all the 
business, and we don’t want to 
get it all today. We don’t drive 
our men.” 

Under him are managers of 
coating sales for industries and 
export sales. On domestic con- 
sumer product sales he has an 
assistant sales manager, L. H. 
Harkness, three sales promotion 
managers and a manager of cus- 
tomer service. Then come 18 di- 
vision managers, 70 district man- 
agers, and a staff of akout 150 
salesmen, calling on distributors 
and chains. 

Customers are served by 13 
warehouses from Cambridge, 
Mass., to Los Angeles and from 
Jacksonville, Fla., to Seattle. 


w The salesmen work on straight 
salaries, without bonuses or other 
special “incentive.” They have 
“restricted quotas,” however, and 
usually make them. Information 
on company policies and plans is 
passed down to them through di- 
‘Vision and district executives. 

Pep talks, ballyhoo and rah-rah 
are lacking in Hershey’s sales set- 
up. “We’ve had only one sales 
convention,” Gallagher observed. 
“But we bring our men in small 
#roups from different sections of 
the country, periodically. 

“Our salesmen,” he said, “never 
talk about competitors. They don’t 
Worry about other manufacturers’ 
products or price competition. The 
only real value in any business 
is trade and consumer acceptance, 
and repeat orders. Hershey has 
hat.” 

But both men stressed the fact 
that Hershey salesmen do not live 
and work in utter bliss and broth- 
srhood: “They’re aggressive in 
selling our products, and they can 
adapt themselves to different con- 
Hitions. 

“But nearly all of them seem 


to like selling for Hershey. Many 
salesmen and especially sales ex- 
ecutives have been with us 30 
years or more. Turnover is small. 
They appreciate the fact that they 
work for a steady company which 
can keep them in steady jobs.” 

In addition to supplying about 
one-third of the $3,500,000 of 
chocolate and cocoa products cur- 
rently consumed in the United 
States each year, Hershey exports 
to the Bahamas, Bermuda, Can- 
ada, Colombia, Cuba, Haiti, 
Hawaii, Panama, the Phillippines, 
and Venezuela. Its products were 
sold in all these areas before the 
war. The company is now con- 
sidering exports to Europe. 

Wherever it goes, however, P. 
A. Staples said, “Hershey won’t 
try to get all the business.” 


Bischoff Boosts Harvill 


Dr. Edward K. Harvill, vice- 
president and director of research, 
has been appointed director of 


control of Ernst Bischoff Co., 
Ivoryton, Conn., pharmaceutical 
manufacturer. 


Ready now for you... 


The STANDARD MARKET 
and MEDIA DATA FORM 
for Canton, Ohio 


Information conforms to the pattern 

recommended by the newspaper com- 

mittee of the A.A.A.A., the research 
committee of the Newspaper Ad- 
vertising Executives Association 
and the Bureau of Advertising, 
A.N.P.A. 


Basic data about the Canton, Ohio 
market area reached with ONE 
newspaper, The Canton Reposi- 
tory. Send for your copy. 


THE CANTON REPOSITORY 


REPRESENTED WATIOMWALLY BY STORY, BROOKS AND FINLEY 


Three sons... 


They’ve been away to school, worked in the city, | 
traveled around the country some... but the three 
Woodburns are farmers by choice. A family corporation, 
they work the old home farm, a second they own, and 
a third rented...have reclaimed and improved 
somewhat rundown rolling hill and bottom land on 
the Rock River, stepped up their corn yield from 
4,500 to 10,000 bushels, have built up a dairying 
business, raise beef and hogs. . . 

With smart parents, ambitious wives and young 
families, separate homes—modernized, with central 
heat, electricity...the Woodburns represent the new 
type of farmer who employ intelligence, science and 
skill to make farming a stable, prosperous business... 
live as well as anybody...and will serve to give any 
advertiser or sales manager a better understanding of 
today’s farm market than a bale of statistics... Read 
‘Three sons” in SuccessruL Farminc for December. 


in the Heart states, with the best land, largest property 
investment, most machinery and livestock, highest 
yields and cash incomes, and eight successive years of 
unprecedented prosperity...Of SuccessFuL FARMING’s 
more than 1,200,000 subscribers, a million are in the 
Heart States—where SF farm families average about 
$10,000 gross income this year—represent one of the 
world’s best class markets... And a market brushed 
lightly by general media, reached effectively and 
economically only with SuccessFuL FARMING with its 
background of forty years of service and practical help 
in better farming, better farm living! ... Ask the 
nearest SF office for data and details...SuccEssFUL 
FARMING, Des Moines, New York, Chicago, Cleveland, 
Detroit, Atlanta, San Francisco, Los Angeles. 


Also worth reading in this issue: 


Poultry prospects up—15-20% in first half of 
49 ... hatcheries have heavy advance orders... 


**Farm Outlook”, page 6. 


Mobile music— news, market prices ...with 
new tractor radio, waterproof, shockproof, easily ° 


. “ j A 
commercial fertilizer... next year wren 
jz installed...““What’s New had record tomato yield . . . “Are eS 
y = ; ; sd , . ~ a - 
in Farming,” page 10. You Wasting Fertilizer?” page 38. ke 
Bookmobiles — lend Og 
okm — len , aa 
any mere, Work and step savers for home he pene 
65,000 books a month, : ; : , ne, 
makers, gift selections, interior + 
os 


to 219 farm communities in Missouri. . .“‘ Library 
Methods Wake Up,” page 30. 


Twe for one—crop rotation, drainage give 
Webster County, Ia, farmer corn crop twice the 


— 


—— 


county average . . .““How to Raise Good Crops in 
Bad Weather,” page 66. 


Tomatoes in clover—Indiana grower used 
sweet clover cover crop instead of 


planning, decoration, fashions plus 
representative advertisements of 
leading manufacturers ... add interest and service 


to top bracket farm family subscribers to SF! 
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Fig Institute Sets 
Feb. 8-14 for Its 
Nat'l Sales Week 


Fresno, CaL.—To coincide with 
the peak selling period for dried 
figs and fig products, the Califor- 
nia Fig Institute has moved up to 
Feb. 8-14, three weeks earlier than 
this year, its 1949 “National Fig 
Week.” 

The industry campaign, in co- 
operation with the American Dairy 
Association, International Associa- 
tion of Ice Cream Manufacturers 
and leading baking companies, 
calls for newspaper copy in the 
South; tie-in mats for retailers; 
point-of-sale material, and pub- 
licity. The institute will continue 
use of the theme, “Good eating 
and good for you.” 

National Biscuit Co. will tie its 
fig bars into the promotion with ad 
copy in February issues of national 
magazines, and other baking firms 
will cooperate with the institute, 
including Zion Industries, United 
Biscuit Co., Carr-Consolidated Bis- 
cuit Co., and Sunshine Biscuits, 
Inc. 


w The institute is a voluntary 
group of growers and packers who 
contribute funds on a per ton 
assessment basis. It has no sales 
organization nor brand name, and 


CLIPPING 
BUREAU 


ALL the clippings about you, 
your company, your business, 
your competitors . . . from ALL 
newspapers and magazines in 
the nation. News items, advertise- 
ments, photos, editorials, signed 
columns ... on any subject. 
National or local service, fast 
and accurate. Write today for 


full information. 


Le eee ae ae celal 
Pac! ig iats fosger Be . 


Enjoy CALIFORNIA FIGS often 


FOR FEBRUARY DRIVE—The California Fig Institute, Fresno, expects more than 
250,000 of these display pieces to go up in grocery stores next February as part 
of its annual promotion, with baking companies and dairy and ice cream makers co- 
operating. Elwood J. Robinson Advertising Agency, Los Angeles, handles the account. 


is designed only to push the sale 
of California grown figs. Each of 
the 21 packer members, of ‘course, 
has its own sales organization. 
These men, along with dealer ser- 
vice men of the ice cream and 
dairy groups, will work with gro- 
cers in setting up mass displays 
and other store material. 

Paul L. Johnson, managing di- 
rector of the institute, said that 
many of the chain and independent 
stores which joined in the 1948 
promotion reported sales increases 
ranging from 200 to 700% above 
normal volume. 

Elwood J. Robinson Advertising 
Agency, Los Angeles, handles the 
account. 


Southgate to Air ‘Breakfast’ — 


Southgate Foods, Norfolk,” will 
sponsor “Breakfast in Hollywood” 
on eight North Carolina and Vir- 
ginia stations starting Jan. 11. 
“Breakfast” is now aired cooper- 
atively over ABC at 2 p.m., EST. 
Red Mill peanut butter is the 
featured product and W. Wallace 
Orr, Inc., the agency. ; 


Publishes Largest Issue 


The Dispatch, Erie, Pa., on Sun- 
day, Dec. 12, published the largest 
newspaper in the history of Erie. 
The 128-year-old newspaper was 
published in six sections, con- 
taining 116 pages. 


--A SPECIALIZED GROUP 


THOROUGHLY 


TRAINED IN 


DEALER- CONSUMER: PSYCHOLOGY 
- + COMBINING CREATIVE TALENT, 
CARDBOARD INGENUITY AND 
PRODUCTION CRAFTSMANSHIP 
--T0 PRODUCE DISPLAYS 
pars WITH SELLING POWER 


UTHOGRAPHED DISPLAYS 


ON SKIL | 


Four A’s Expands 
Ad Exams Committee 


New YorK—The American As- 
sociation of Advertising Agencies 
has expanded its committee ol 
Four A’s examinations for adver- 
tising. Representatives irom 11 
of its councils and chapters nolding 
the tests in 1948 have been named 
to the new committee. 

John E. Wiley, chairman of the 
board, Fuller & Smith & Ross, New 
York, is chairman. Members are: 
Harry Burton, vice-president, Mc- 
Cann-Erickson, Portland, Ore.; 
Gene Duckwall, business manager, 
Foote, Cone & Belding, Los 
Angeles; Wesley M. Ecoff, presi- 
dent, Ecoff & James, Philadelphia; 
James H. S. Ellis, president, 
Kudner Agency, New York; John 
T. Foley, partner, Olmsted & Foley, 
Minneapolis. 

S. H. Giellerup, partner, Maf- 
schalk & Pratt, New York; Clarence 
B. Goshorn, president, Benton & 
Bowles, New York; H. H. Hutzler, 
president, Hutzler Agency, Dayton; 
Albert Lynd, account executive, 
Batten, Barton, Durstine & Osborn, 
Boston; W. E. McKeachie, vice- 
president, McCann-Erickson, New 
York; Fergus Mead, vice-president, 
Buchen Co., Chicago; H. M. Mont- 
gomery, president, Hanly, Hicks & 
Montgomery, New York; A. E. 
Morgan, vice-president, Richard 
A. Foley Agency, Philadelphia. 

F. R. Otte, vice-president, F&S 
&R, Cleveland; Victor O. Schwab, 
president, Schwab & Beatty, New 
York; Blount Slade, vice-president, 
Brooke, Smith, French & Dorrance, 
Detroit; Harold H. Thurlby, treas- 
urer, Anderson, Davis & Platte, 
New York; Reginald Townsend, 
vice-president, Lennen & Mitchell, 
New York; H. P. Vieth, account 
executive, BBDO, Pittsburgh, and 
H. L. Whittemore, treasurer, Alley 
& Richards, New York. 

Secretary is Mackarness Goods 
of the Four A’s headquarters staff. 


WBBM Appoints Farwell 

John Farwell, formerly in the 
advertising and promotion depart- 
ments of the Chicago Herald- 
American, has been appointed 
sales promotion manager of Sta- 
tion WBBM, Chicago. He succeeds 
Art Duram, who will work in 
network promotion of television 
for CBS in New York. John Fin- 
ley, formerly with Guardian Life 
Insurance Co., Chicago, has joined 
WBBWM’s sales staff. Nina Edinger 
has left the station’s sales staff 
to join television station WBKB, 
Chicago, as a member of the 
scheduling department. 


Warner Brooder Drive Set 
Warner Brooder & Appliance 


| Corp., No. Manchester, Ind., which 


| sells electric brooders through Na- 
| tional-Ideal Co., Toledo, O., will 
|conduct a direct mail and farm 
| paper program, and salesmen will 
|use three-dimensional color slides, 
to promote the brooders in 1949. 
Bert S. Gittins Advertising, Mil- 
waukee, is the agency. 
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Yes, 


This is history in the making. 


Teleradio Mans Corner 


During the years this correspondent patronized the movie 
parlors (just before graduating to the pool parlors) he 
fondly recalls three old cinematic trademarks: 
rooster, the roaring Metro lion, and the Paramount ‘volcano 
which belched forth a perimeter of stars. 


It was with something of a start we noted the familiar old 
Paramount trademark, now dressed up with television an- 
tenna, proudly displayed in a recent ADVERTISING AGE an- 
nouncement on behalf of two Paramount TV stations, WBKB, 
Chicago, and KTLA, Hollywood. A line read: 
by 36 years of entertainment know-how.” ‘ 


Surely Mr. Adolph Zukor, still the grand old man of Para- 
mount, might shake his head with us, for two conclusions 
are immediate. It’s been a long time since we cheered Wal- 
lace Reid and Geraldine Farrar. And the entertainment-ad- 
vertising world certainly is changing. 


With Paramount boasting two key market TV stations and 
50% ownership of DuMont in New York, and with 20th 
Century-Fox coquetting with ABC (and not getting any- 
where so far), a forceful reminder is provided, if any be 
needed, that the film companies are going to be in there 
pitching when television slowly develops into a medium de- 
manding a lot more than casual curiosity. 


Those “36 years of entertainment know-how” mentioned 
in the Paramount Television Network copy are very much 
in point so far as the speculation about TV’s future is con- 
cerned. Many qualified to make shrewd guesses foresee at 
least 50% film for television broadcasts. Admen may take 
it as a sure thing that Hollywood will fight to make and 
dispense the celluloid supply. And the more pictures-in-the- 
home clip the theater box office, the more the radio powers- 
that-be will feel the weight of the great rival amusement. 


it startles one a little to see the Paramount trade- 
mark making its appearance under these new circumstances. 


the Pathe 


“Backlogged 


NBC Synchronizes 
Video Stations 
for Added Coverage 


NEw YorK—David Sarnoff, 
chairman of the board of Radio 
Corp. of America, has announced 
that NBC’s New York and 
Washington television stations 
have extended their coverage 
areas through synchronization. 

This was hailed as the “first 
practical use of a newly developed 
method of extending television 
coverage by reducing interference 
between stations on the same chan- 
nel through television carrier syn- 
chronization.” 

Mr. Sarnoff commented: “The 
immediate effect of these opera- 
tions—in regular operation for sev- 
eral days—has been to extend in- 
terference-free service to thou- 
sands of additional viewing fam- 
ilies in the fringe, or outlying 
service areas of stations WNBT, 
New York, and WNBW, Washing- 
ton. 

“These operations can be re- 
garded as highly successful and 
point the way to application in 
other parts of the country where 
co-channel interference has be- 
come a problem. 

“Use of synchronization permits 
a closer spacing of television sta- 
tions on the same channel than 
is possible without this method. It 
also enlarges the service area 

.This is of particular import- 
ance to rural sections since it 
makes possible service to such sec- 
tions which could not otherwise 
be obtained.” 


Campbell Appoints Landy 

Cye Landy Advertising Agency, 
Columbus, O., has been appointed 
to handle advertising and public 
relations for Campbell Industries, 
Cambridge, O., furniture manu- 
facturer. 


Contract Plans Set Between 
Agencies, Free-Lance Writers 


Contract details between the 
Radio Writers Guild and a com- 
mittee representing advertisers, 
agencies and package producers 
are now being worked out. The 
two groups have announced agree- 
ment on general terms following 
negotiations in New York. A joint 
statement was issued by Roy 
Langham, national executive sec- 
retary of the guild, and Austin 
Fisher, chairman of the committee. 

This contract will be the first 
between the agencies and free- 
lance writers. 


Lees Plans ‘49 Campaign 
James Lees & Sons Co., Bridge- 
port, Pa., will launch a campaign 
in 1949 in 55 Sunday newspaper 
supplements and six magazines. 
The magazine schedule includes 
American Home, Better Homes & 
Gardens, House & Garden, House 
Beautiful, Sunset and The Satur- 
day Evening Post. D’Arcy Adver- 
tising Co., New York, is the agency. 


Gets Shirt Account 

Essley Shirt Co., New York, 
manufacturer of Essley shirts and 
sportswear for men and boys and 
subsidiary of Publix Shirt Corp., 
has appointed Ray Austrian & As- 
sociates, Inc., New York, to handle 
its advertising. Magazines, trade 
publications, radio and _ dealer 
helps will be used. 
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Idea Consultant 


Write or wire for confiden- 
tial interview either at your 
offices or at mine in Santa | 
Fe, N. M. 
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Ford Motor Co. isn’t disclosing 
the total amount it plans to spend 
on 1949 advertising, but the entire 
figure—for Ford car and truck 
and _ Lincoln-Mercury—may be 
$20,000,000. About 1%% of the 
over-all budget will be for tele- 
vision. 

Ford will use a score of national 
magazines next year, it was 
learned, and the list will be the 
same except for possibly two ex- 
ceptions, still unnamed. 

The 1949 Ford program will 
shift to a new theme, which the 
company is still keeping under 
wraps. The new line, however, will 
not include price advertising, such 
as has recently returned to the 
automotive field. 


ase 8 

The profit picture is anything 
but bright in the meat packing 
industry, though none of the lead- 
ers has indicated that it intends to 
halt production or stop aggressive 
advertising. 

Cudahy Packing Co. last week 
reported its net income for the 
year ended Oct. 30 plummeted to 
about $150,000, compared with $7,- 
120,000 for the previous year’s op- 
erations. Its profit, after adjust- 
ments, amounted to 0.2 cent on each 
dollar of sales, compared with 1% 
cents a year ago. Inventory losses, 
a lengthy strike and soaring live- 
stock prices during the last quarter 
were blamed for the profit de- 
cline. 

Wilson & Co., it is said, will 
show a loss on 1948 operations, 
while Swift & Co. will post a small, 
but encouraging profit. Armour 
has already told how its strike and 
production troubles forced an 
operating loss of nearly $2,000,- 
000 for the year ended Oct. 30, 
but it will be in there pitching 
next year with a carefully coordi- 
nated advertising-sales drive, and 
new products for the market. 


ses 

American Association of News- 
paper Representatives members, at 
the Dec. 6 Cleveland meeting, 
heard that General Mills will spend 
$3,000,000 in daily newspapers if 
the $140,000 copy test campaign 
scheduled to start in the Chicago 
Tribune Feb. 1 proves successful 
(AA, Nov. 29). 


eee 
Curtis Publishing Company’s 
Holiday, launched in March, 1946, 
moved into the black for the first 
time with the December issue. 


ase 8 

The FCC’s six-month hiatus on 
the granting of television permits 
is causing some embarrassment to 
executives of Gimbel’s Philadel- 
phia store. After spending some 
$500,000 on a television trans- 
mitter, Gimbel’s still doesn’t have 
its permit, and they don’t want 
to talk about television until they 
get it. 

ees 

In Hollywood, the general feel- 
ing seems to be that the breaking 
off of negotiations with Twentieth 
‘entury-Fox for purchase of 
American Broadcasting Co. does 
ot preclude purchase of the net- 

ork by a film company. In fact, 
mny number of local boys will be 
Surprised if ABC doesn’t end up 
i a movie producer’s stable before 
oo long. 


aes 
The happy days which news- 


iaper ad departments are having 


s exernplified by some figures 
ust released by the Milwaukee 
ournal. In three recent Sunday 
ssues, the Journal carried 938,957 
ines of advertising and 694 pages 
otal—an average of 231 pages 
er issue. The Dec. 5 issue set an 
ll-time Sunday high with 252 
ages and 344,919 lines of adver- 
ising, and was followed by two 
ecord-breaking daily issues—Dec. 


8, 92 pages and 178,611 lines of 
advertising, and Dec. 9, 96 pages 
and 184,108 lines of advertising. 


Hillman to Start 
Sports Book, Too 


New YorK—The Women’s Group 
people are getting rugged in a 
great big way. Macfadden’s two- 
year-old Sport is being followed 
by Dell’s Sports Illustrated and 
Hillman’s Sports World. 

Plans for Sports Illustrated have 
already been announced (AA, Sept. 
13). Sports World, announced as a 
106-page magazine in the spectator 
sports field, will start publication 
on Jan. 5. Alex L. Hillman says 
that the magazine will “feature 
four-color kodachrome portraits of 
America’s favorite sports heroes. 
Each issue will contain 48 pages 
highlighted in red and green color, 
an average of 25 feature articles, 
more than 250 action photographs,” 
etc. 

Phil Keenan, vice-president of 
the Hillman firm, has been named 
publisher of Sports World. Gordon 
Manning, former editor of Sport- 
folio, a sports digest, will be editor 
and David Maness managing edi- 
tor. Sid Kalish, advertising di- 
rector of all Hillman publications, 
will supervise advertising in the 
new book. 


PAUL HUNTER JOINS 
DELL PUBLICATIONS 

New YorK—Paul Hunter, for- 
merly publisher of Liberty and 
head of the Hunter Screen Unit, 
has joined Dell Publishing Co. as 
advertising manager of the new 
Sports Illustrated, which will make 
its bow Jan. 21. He will work with 
William S. Patjens, advertising 
sales director for Dell. 


New Comedy Twist: 
NBC Builds Its Own 


New YorK—Seeking to emulate 
the efforts of Columbia Broad- 
casting System, which packaged 
its own comedy programs when 
established comedians were un- 
available, National Broadcasting 
Co. will begin building comedy 
shows to replace the gap left by 
the exit of Jack Benny, Edgar 
Bergen and Amos ’n’ Andy. 

Dean Martin and Jerry Lewis, 
top night club and theater draws, 
will star in the first comedy pro- 
gram planned by NBC. They have 
signed an exclusive radio and tele- 
vision contract with the network. 
Their program is expected to pre- 
mier early next year. 


Richards Names Eason 


French L. Eason has been 
named manager of the Chicago 
office of Fletcher D. Richards, 
Inc., effective Jan. 2. Sheldon M. 
Fisher, who was recently ap- 
pointed service manager in the 
Chicago office, will return soon 
to New York to resume service 
with the U. S. tire account. 


Perfex Show Adds Stations 


Perfex Co., Shenandoah, Ia., 
manufacturer of Perfex super 
cleaner, GlossTex plastic starch, 
Shina dish and Tyro dairy cleaner, 
has added two stations to its 
schedule carrying the 15-minute 
five times a week Kitchen Club 
program. The stations are WTCN, 
Minneapolis, and KOTS, Rapid 
City, S. D. This brings the total 
to 17 stations. 


Gets Soap Account 

Fairbanks Soap Co., Toronto, has 
appointed Erwin, Wasey of Can- 
ada, Toronto, to handle its adver- 
tising. Advertising for Echo naph- 
tha soap will appear in newspapers 
in selected districts as distribution 
warrants, opening with 800-line 
copy. LaTour castile soap also 
wi!l be promoted during 1949. 


Westclox Sets Up 
April Promotion 
on ‘Silent Alarm’ 


LASALLE, ILL.—Westclox division 
of General Time Instruments Corp. 
will use an impressive list of mag- 
azines, rotogravure sections in 
metropolitan papers and farm pub- 
licaticns, beginning in April, to 
boom its two new electric clocks 
and new wrist watch. 

The Moonbeam, one of the elec- 
trics, is a “silent alarm.” It uses 
a blinking electric light, which 
shines through the _ translucent 
plastic case, to wake sleepers. If 
the light doesn’t do the job, a con- 
ventional alarm takes over. 

The other model, designed to ap- 
peal to gadgeteers, will light up 
the house before the owner’s ar- 
rival, turn the electric roaster on 
while the family is away at church. 
If bedroom windows are fixed to 
operate electrically, the switch 
clock will even put them down 
before the sleeper awakes. 

Batten, Barton, Durstine & Os- 
born, Chicago, has the account. 


Gerl Declares Radio 
Is Here to Stay 


Cuicaco—“Fears that television 
will put radio out of business are 
foolish,” declared Joseph Gerl, 
president of Sonora Radio & Tele- 
vision Corp. in his year-end report 
to the board of directors. 

He cited predictions voiced in the 
late 1920’s that radio would doom 
phonograph records, pianos and 
other musical instruments, the 
movie industry of that era, and 
sports events, and noted that these 
forebodings had failed to come 
true. 

“What has misled the new ex- 
perts on television,” he said, “is 
the novelty of the telecast. But 
that too will become a fixed part 
of home life, just as radio is, as 
movies are, as bridge games are 
and as other forms of entertain- 
ment are. 

“No one of these has displaced 
any of the others. Each has its 
pleasures and thrills and each 
serves its purpose. Radio will be 
with us for many, many years to 
come.” 


JOHN SHEPARD JR. 

PaLmM BeacH—John Shepard Jr., 
91, founder of the Yankee Network, 
Boston, and the Gi.epard Stores in 
Providence, R. I., and Boston, died 
here on Dec. 21 after a year’s ill- 
ness. 

Mr. Shepard was mayor of Palm 
Beach from 1930 to 1935 and was 
active in civic and club affairs 
here; in Massachusetts and Rhode 
Island. His son, John Shepard III, 
now heads the Yankee Network. 


Henri, Hurst Adds Two 


R. Donald Hawkins, formerly 
sales promotion manager of Kaw- 
neer Co., Niles, Mich., and Howard 
A. Crum, formerly with Tatham- 
Laird, Inc., have joined the copy 
staff of Henri, Hurst & McDonald, 
Chicago. 


Conner Named PR Head 


Howard M. Conner has been ap- 
pointed public relations director of 
National Flight System, Hollywood. 
He has just completed writing an 
official history of the Pacific War 
for the U. S. Marine Corps. 


Crosley Promotes Kess 

Stanley E. Kess, assistant sales 
manager, has been promoted to 
national sales manager of Crosley 
Motors, Inc., Cincinnati. Don Hall 
Smith has been named assistant 
sales manager. 


Imperial Promotes MacEwen 


A. D. MacEwen, advertising 
manager of Imperial Varnish & 
Colour Co., Toronto, has been ap- 
pointed trade sales manager of the 
company. He will continue to di- 
rect the advertising department. 


THREE-RINGER—P. Ballantine & Sons’ 

winter display is equipped with an easel 

and comes in two sizes for window and 
interior use. 


1 Person in6 — 
Conned by Fake 
Sales Research 


(Continued from Page 1) 


Nevertheless, the company sees 
indications that the researcher 
dodge is most frequently used on 
the lower socio-economic groups; 
it is more prevalent in the Far 
West; its targets are more fre- 
quently younger age groups; it is 
more prevalent with women; and 
it is generally used in big cities. 


ws The survey, which is being 
turned over to the National Better 
Business Bureau, is of considerable 
interest to researchers generally, 
because salesmen using the ap- 
proach ruin the ground for the 
legitimate researcher. As the lat- 
ter’s area sample grows in influ- 
ence, the importance of reaching 
the designated household also 
grows. Callbacks are expensive. So 
is readjusting the sample to take 
care of non-cooperating homes. 

Research people might well scan 
the facts with interest. The lower 
C and D socio-economic groups 
had faced the researcher dodge in 
21% of the interviews, as against 
15% for A and B socio-economic 
groups. A similar differential crop- 
ped up when respondents were 
asked if they knew of anyone else 
to whom it had happened, when 
C and D showed 13 and 14%, 
respectively, against 10 and 13% 
for A and B. 

Geographically, the breezy Far 
West was far more susceptible to 
the salesman posing as a devotee of 
pure research. Some 27% of re- 
spondents in the Far West had met 
someone who began by saying he 
was making a survey and ended by 
trying to sell something. The South 
was low with 16%, and the East 
had 17%, the Midwest 18%. The 
Far West also led in the number of 
interviewees who had heard of its 
happening to someone else, 23%. 
The South had 11%, the East 14% 
and the Midwest 12%. 


a It is an axiom of the door-to- 
door selling business that work has 
to be done during daylight hours. 
And it isn’t surprising that more 
women (20%) than men (16%) 
had met the ruse; more men 
(14%) than women (13%) had 
heard of its happening to someone 
else. 

Relatively, the 30-39 age group 
has been the target of more sales- 
men posing as researchers than 
other groups, with 24%. Behind 
came “under 30,” with 19%; 40-49, 
with 18%; 50-59, with 13%; and 
“60 and over,” with 14%. 

On the other hand, the “under 
30” group was highest percentage- 
wise in having heard of someone 
else who met a salesman who 


The next group, 30-39, had 17%, 
40-49, 13%, and the next two age 
brackets, 7% each. 

The gimmick has worked best 

in large cities. In cities of 100,000- 
499,999 population, 24% had met 
such salesmen; in cities of 500,000 
and more population, 22% had met 
the fake researcher; and the low- 
est figure, 12%, was for cities 
between 25,000 and 99,999. “Small 
towns”—of 2,500 to 24,999 popula- 
tion—showed only 15%. 
The interviewing was done dur- 
ing the first ten days in October, 
and an official of Psychological 
Corp. told AA he doubted if any 
significant change had taken place 
since then. 


First in Power, 
First in Hearts 
of Countrymen: CBS 


New YorK—Any day now you'll 
learn that CBS, having added 
comedians and currently boasting 
more power than any other net- 
work, has revised that slogan 
about reaching 99,000,000 people 
every week. 

It should be nearly 100,000,000 
by now. 

The current reason is that CBS is 
adding 50,000-watt KFRE as its 
Fresno, Cal., affiliate to replace 5,- 
000-watt KARM (effective next 
June 15) and thereby claims it has 
“a clear lead in total power among 
the four major networks.” 

With KFRE, CBS will flex 1,- 
641,200 watts daytime and 1,556,450 
at night. This, said CBS, “compares 
with the second strongest network’s 
power totals (NBC’s) of 1,582,500 
daytime, and 1,511,850 nighttime.” 

KFRE, currently an ABC affil- 
iate, will get its 50,000 watts 
about Feb. 1. 

Meanwhile, CBS announces that 
KGDM-TV, Stockton, Cal., which 
will make its debut in late spring, 
will become its 21st television af- 
filiate. The station has been as- 
signed Channel 8 and will operate 
with 1.93 visual and 1.8 aural 
power. E. F. Peffer is president and 
owner. 


Paulists’ Coupon 
Ads Pull in Boston 


Boston—Newspaper ads are be- 
ing used successfully by the Paulist 
Fathers to acquaint the general 
public with available lectures and 
a correspondence course on the 
Catholic faith. 

The Rev. Maurice Fitzgerald, 
C. S. P., and the Rev. John Carvlin, 
C.S.P., director of the Catholic 
Information Center, wrote the first 
ad for Boston newspapers last 
April. Since then at least one ad 
a month, averaging approximately 
ten inches by three columns, has 
been used in three Boston newspa- 
pers. Each has resulted in about 
ten persons taking the lecture 
course and about 200 enrolling in 
the correspondence course. When 
correspondence students indicate a 
desire to be baptized in the Cath- 
olic faith, arrangements are made 
for a personal talk with a priest. 

Non-Catholics are invited to en- 
roll in the lecture course by mail- 
ing a coupon. 


Ramsthal to Serigraph 

Alfred F. Ramsthal has _ re- 
signed as head of the art and pro- 
duct styling department of West 
Bend Aluminum Co., West Bend, 
Wis., to become general manager 
and art director of Serigraph Sales 
& Mfg. Co., West Bend, art studio 
and producer of advertising dis- 
plays. 


MacGregor Appoints Dowd 
John C. Dowd, Inc., Boston, has 


been appointed to handle the ad- 
vertising of MacGregor Instrument 
Co., maker of quality hypodermic 
needles, syringes and other sur- 
gical specialties, effective Jan. 1. 
Trade publications, direct mail and 


masked as a researcher, with 18%.| other media will be used. 
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The patient, painted cigar-store Indian did a good job of 


bringing the people in, of distinguishing one store from 
another....until everybody had a wooden Indian. Then it 
became necessary to pick and choose....to find the figure best 
adapted to each store’s needs. 

It’s like that in radio today. Everybody knows the job radio 
can do in calling the customers in, from distances unimagined 
in wooden-Indian days. But who stands out “in front of your 


store’’....in other words, which network.... 


is still the important thing. For the choice of network often 
determines the effectiveness of a radio campaign. 

That’s why you find more of America’s leading advertisers 
on CBS than on any other network. The winning combination 
of powerful, penetrating facilities and alert, imaginative pro- 
gramming has made the cost of reaching customers on CBS 
the lowest in network radio. 

With CBS standing out “‘in front of your store;’ you have 


radio’s most effective, most economical voice working for you. 


Columbia Broadcasting System 
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Luckies and Pollsters 
Topped ‘48 Headlines 


(Continued from Page 1) 

son (Beauregard was the win- 
ning name)...Pepsi-Cola offered 
$203,725 in prizes in 1948’s most 
confusing contest, and changed 
agencies... J. W. Horsey Corp. 
picked Ruthrauff & Ryan for 
Orange-Crush and Horsey citrus 
products. ..Advertising associations 
battled for the inclusion of adver- 
tising as a cost in government con- 
tracts, and called proposed liquor 
advertising curbs “dangerous pre- 
cedents”...Kenneth Collins left 
Donahue & Coe and moved to Bur- 
lington Mills at $75,000... 

Andrew Jergens said goodbye to 
Walter Winchell, who had run the 
Jergens Journal for 16 years, and 
after a considerable chase, the 
staccato commentator was bought 

} by Kaiser-Frazer Corp. (which 

| added Wm. H. Weintraub & Co. to 
Morris F. Swaney, Inc., as its 
agencies)... 


) 

‘| sw R. J. Reynolds Tobacco espoused 
| a 30-day test with a guarantee that 
| had readers rubbing bewildered 


remember 


Business 


eyes. ..The NAM had a $5, 500,000 
budget, $900,000 for advertising, 
and although AA discovered it was 
lacking in Starch rating, NAM said 
it was trying for penetration, not 
readership. ..Bulova got set for a 
$4,000,000 fail drive, largely rely- 
ing on what came to be called 
“selective radio” in 1948, but in 
earlier years had been called 
“spot”...General Mills planned to 
test editorial column-style copy in 
newspapers, and continued an out- 
standing public relations campaign 
... Safeway pruned lines to two or 
three brands in several categories 
.. Schenley and Seagram were 
locked in battle over front-label 
and back-label importance. . .Hi- 
ram Walker had a_ salesman’s 
strike... 


ws Kaiser-Frazer was reported to 
plan to invade the low-cost auto 
field in 1950...Ralph Starr Butler 
picked the ANA convention to un- 
loose a blast against magazine 
audiences, and favor the old, re- 
liable Audit Bureau of Circula- 
tions. ..The ABC had problems of 
its own...The CCA changed its 
rules of membership, and began 
auditing ABC papers with sizable 
segments of unpaid circulation... 
Hair curl caps started to boom... 
Armour launched Dial...Capital 
Airlines started a coach-plane ser- 
vice between New York and Chi- 
cago...Advertisers were increas- 
ingly interested in cost and dupli- 
cation. 


Agencies 


Biow Co. was hot. During the 
year it tacked on Pepsi-Cola, Sir 


NEW YEAR 
PLAN ON USING THE 


ADVERTISING COLUMNS 
OF THESE TWO 
GREAT NEWSPAPERS 


THE NEWS AND COURIER and THE CHARLESTON 
EVENING POST effectively cover Charleston and its 
twenty-county trading area, which constitutes over 
one-third of the buying power of South Carolina. 


THE CHARLESTON EVENING POST 
Che News and Courier 
CHARLESTON, SOUTH CAROLINA ie 

REPRESENTED BY THE JOHN BUDD CO, 


John Schenley, P&G’s Spic ‘n’ 
Span, Jacob Ruppert Brewery, 
and revived Philip Morris with a 
hammering newspaper campaign 
on “cigaret hangover,” which gave 
the cigaret’s sales a powerful fillip 
.. Sullivan, Stauffer, Colwell & 
Bayles stayed on the beat, picking 
up Pall Mall and Yale & Towne 
(but Y&T’s Tip-Toe iron was sus- 
pended). . Newell-Emmett lost Bi- 
gelow-Sanford, part of Sherwin- 
Williams, Rohm & Haas, Pepsi- 
Cola and General Electric’s air- 
conditioning division, but picked 
up Auto-Lite and Squibb. . .Comp- 
ton droppec Nestle’s milk pro- 
ducts to Doherty, Clifford & Shen- 
field, which was reported to have 
hit the $10,000,000 billing clip, and 
had previously been named for 
Nestea. ..J. Walter Thompson was 
still riding high, with Ford un- 
corking a record advertising pro- 
gram to launch its new model... 
McCann-Erickson had a 32-year- 
old president, Marion Harper Jr... 
Grey Advertising Agency said 
$250,000 was the bottom budget 
with which an advertiser could 
build consumer demand, and in 
“Grey Matter” warned that pri- 
vate brands were making surpris- 
ing headway... 


es Gardner Advertising Co., which 
already had the National Guard, 
picked up the $4,500,000 Army ac- 
count from Ayer...Fletcher D. 
Richards, who had been head of 
Campbell-Ewald’s New York of- 
fice, set up his own agency, pri- 
marily filled-in with C-E Eastern 
accounts and personnel. ..And after 
many years, the Fitch account was 
separated from L. W. Ramsey Co., 
and went to Campbell - Mithun. 
MacRann Associates, a company 
formed to help advertisers pick 
agencies, successfully survived its 
first year. 


Media 


The third biggest story of the 
year was probably the raid of 
NBC’s star-packed stable by CBS, 
who used capital gains as a wedge 
to pry loose a bevy of top radio 
talent. As the year ended, it was 
still not clear where CBS would 
stop...The radio giveaway blos- 
somed in all its generosity, and at 
one point radio fans could choose 
from 34 answer-and-receive shows 
on networks...Fred Allen sneered 
ait “Stop the Music,” called give- 
away listeners morons, insured his 
audience, canceled his insurance, 
and finally announced he would 
quit radio next year...James C. 
Petrillo let his musicians work on 
FM, and later lifted the recording 
ban. (“Every great American can 
change his mind’’)...Both the Ra- 
dio Directors Guild and the Radio 
Writers Guild threatened strike 
action. Both were settled. 


# Production difficulties headlined 
the year. New processes for print- 
ing were being perfected, and the 
Chicago dailies were still rolling 
at year’s end without assistance 
from the ITU. There were printers’ 
strikes in Chicago, Philadelphia 
and New York, and record wage 
contracts were signed. A federal 
court ruled against the ITU.. Pa- 
per costs became a primary con- 
cern of magazine publishers, who 
discovered they had risen 300% 
over 1935-39 costs, half again as 
much as other costs. ..Kaleido- 
scope became a 90-day wonder, 
with 172 pages of advertising in 
its first issue, 56 in its second, 22 
in its third, and no fourth issue... 


ws Newspapers continued to sweep 
along in national advertising gains, 
with likely revenue of $434,000,000, 


up 21.3% from 1947. The man who 
ihad done most to revitalize news- 
papers’ national billing picture, 
|Alfred Stanford, resigned as direc- 
tor of the Bureau of Advertising, 
and moved into the New York 
Herald Tribune. He was succeeded 
|by Harold S. Barnes. The bureau 
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stuck to its earlier theme of “All 
Business Is Local,” and added a 
new one: “Let your potential be 
your guide.” In Quebec, before the 
NAEA, Stanford trumpeted: “Beat 
magazines!” Preliminary figures 
indicated that in 1948 magazines 
were still on top in national adver- 
tising. ..The Magazine Advertising 
Bureau issued its National Maga- 
zine Audience Survey, pegging 
magazine readers at 71,550,000. The 
survey pleased publishers, who 
now had an over-all figure to talk 
about, but disgruntled some adver- 
tisers, who wanted individual mag- 
azine figures, and information on 
duplication. .. 


s Television was everybody's baby 
in 1948. It promised a vast poten- 
tial. Advertisers were advised by 
William Morris and Lennen & Mit- 
chell to get in now and sew up a 
time franchise. ..DuMont went into 
daytime TV programming. . James 
D. Shouse, the ebullient president 
of Crosley Broadcasting Corp., pre- 
dicted that TV will entirely sup- 
plant radio...20th Century-Fox 
tried unsuccessfully to buy ABC 
and still is reported seeking it... 
Paper companies continued to pile 
up record profits, but there were 
signs that the paper market was 
easing ... Magazine linage in toto 
would be down from 1947, as 1947 
was down from 1946. Dollar vol- 
ume would be up—MAB thought 
between $450,000,000 and $460,- 
000 with an additional 50 maga- 
zines and farm papers unmeasured 
with $50,000,000 volume. In 1947 
the take was $442,000,000. 


es Arthur Hays Sulzberger, New 
York Times, told New York state 
publishers to stick to their inform- 
ing and relax about television, 
which he said will be no problem 
for newspapers...Per copy prices 
of newspapers around the country 
continued to go up... Newsprint 
stayed tight but gray market print 
no longer commanded the fantas- 
tic prices it did in ’46 and ’47... 
NAB had a code of practices, to go 
into effect Jan. 1, 1949...Some 48 
magazines had more than 1,000,000 
circulation; there were 29 in 1941 
... Arch Crawford was moved up to 
president of the National Associa- 
tion of Magazine Publishers... 
James H. McGraw Sr., founder of 
the huge business paper publishing 
company, died in California... 
There was a new postal schedule 
coming into effect in January. 
Though it concerned almost no 
one in publishing except con- 
trolled publications, the sign was 
up for more increases in 1949... 
National Business Papers Associa- 
tion acquired a new set of officers, 
topped by Lansing Chapman, Med- 
ical Economics...Newsstand sales 
went “soft” for magazines in May, 
and did not jell according to expec- 
tations...Ladies’ Home Journal 
won kudos from advertisers when 
it cut its guarantee to 4,275,000, 
rebated to advertisers for issues 
which failed to reach its previous 
guarantee. . .Life’s Photorama was 
sent overseas for use in occupation 
areas. ..Look used audience studies 
to spark a noteworthy drive for 
linage gains. . .Big bust: Kiplinger’s 
opus, “What Will Dewey Do?”... 


# Point-of-purchase Advertising 
Institute tested the effect of dis- 
plays on sales in Rochester and 
Syracuse... Outdoor national bill- 
ings moved up to $80,000,000... 
Marion Harper Associates and Pos- 
ter Appraisal Service started rating 
posters for recognition. ..The FCC 
froze construction permits for TV 


stations while its engineers decide: 
between ultra high frequencies an: | 
very high frequencies...FCC wa; 
also peering into giveaway show;, 
with no decision at year’s end.. 
American Newspaper Advertisin:: 
Network stood to lose five mem- 
bers, but ANAN said 92% of the 
total basic circulation had been re- 
newed, with prospective additions 


likely...Outdoor Advertising As- | 
sociation was mulling a standard @ *” 
panel. ..Media selling was harder, § '™* 
across the board, and salesmen had § °* 
a classic gag: “If Joe Stalin warts i °° 
another territory, he can have 
mine.” zel 
the 
Research at 
s The failure of Gallup, Roper and m 
Crossley to predict the election 
outcome bothered many research ‘he 


men. The number of researchers Coc 
who rushed out statements that 


the pollsters’ failure to predict ac- a 
curately had nothing to do with mai 
market research was statistically nev 
unimportant. All major concern con 
was shown over the sampling son 
technique used, although Gallup wel 
insisted the problem reduced to . 
who would vote and who would ad 
not... thei 
A committee drew up a re- in s 
search code of ethics, which won veal 
approval of several groups... boo! 
Alfred Politz won the New Yor 
chapter of American Marketing ches 
Association’s annual award fo ther 
leadership in marketing for the 
second year...Hooper and Nielse ““ 
extended their service.. .Brang. 
. is ne 
name audit was announced by ti 
ime 
Benson & Benson, and Cornelius rei 
DuBois showed a similiar service 
z prod 
..-Nielsen brought out new ser prod 


vices. . .Life issued its first repo 
based on Chronolog, which wa little 
developed by Market Research Co ing ¢ 
of America...Sindlinger’s Rado 
attracted attention in the radio re 
search field...The Bureau of Ad 
vertising lined up 16 cities fs 
grocery inventories. 


more 
is co 
coulc 
choos 
— find 
s These were the highlights @ |, 
1948, from an advertising vieW# tives 
point. The acrimony which ac chang 
companied the release of Americal ¢ouyn, 
Tobacco by Foote, Cone & Belding pame, 
the bewildered morning of Nov. § ouicto 
when publications and researc «; 
men realized the extent of theif: ries 
miscalculation, the tight-mouthe@ ..iq 
grimness with which NBC yielde@ ace | 
up Benny and Amos ‘n’ And 
with Phil Harris and Alice Fag, « A 
slated to follow...these were t 


agai 
principal stories of the past yes sain 


tisers 
F about 
Jr. Women’s Adclub Welcomes, | 
Newcomers to Jan. Meeting [white 

The newly organized Junior Wq@ “Th 
men’s Advertising Club of Chicag§to do 
affiliate of the Women’s Advertisi™ hands 


Club of Chicago, will hold §cystor 
second dinner meeting Jan. I'd ver 
the Bismarck Hotel. Women wu le h 
der 30 engaged in advertising i! . 
not yet in executive positions, @°!S¢- 1 
who are interested in advertisi@'® con 


are eligible to join the new @dvert 
ganization. Mr. 

Phyllis Royce, sales manager fing th 
the Bismarck Hotel, is chairman§proveq 
the sponsoring committee of | alled | 
Women’s Adclub. Reservatio 


may be made through Mrs. Roy4 ne we 

is fir: 
Spitzer & Mills Moves pat, 

The Toronto office of Spitzerf ., 

Mills Ltd., advertising agency, An 
been moved from 19 Richmond $any,” 
W. to the Bank of Montreal bu |fompar 
ing, 50 King St. W. b iverti. 

oosely 
Remington Names Norvell “Now 


Col. William L. Norvell has beng sho 


i eke as ae eT 
ee 


NCE, INC. 


appointed sales manager of Hand i: 
Vericon television department Bhiloso 
Remington Rand, Inc., New Yo! hs for | 
hance o 
lO more 
he Rus: 


ianifes 
ou wal 
urlesqi 
must le; 
uthouss 
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Jacobs Claims 
Advertising Too 
Easy for Decade 


Detroir—The names of admen 
and salesmen who let it be known 
more or less subtly that they are 
experts in their fields are going 
down on a special list. 

Morris Jacobs, president of Bo- 
zell & Jacobs, Omaha, told about 
the list, which he is keeping, at 
a meeting of the Detroit Adcraft 
Club here. 

Mr. Jacobs is concerned that for 
many years admen and salesmen 
“have been living in the Land of 
Cockayne where all are free from 
want and business cycles are un- 
known ...We have a young copy 
man whose ad was left out of the 
newspaper, yet sales broke all re- 
cords. He probably thinks that by 
some telepathic influence his ad 
was responsible.” 

Convinced that self-proclaimed 
ad and sales geniuses are basing 
their proclamations on experience 
in abnormal times, Mr. Jacobs re- 
vealed that he is keeping a scrap- 
book of their remarks and that 
ten years hence he is going to 
check on what has happened to 
them—if they can be found. 


s “Count me in, too,” he said. “It 
is not difficult for me to count the 
times that I have proclaimed the 
results that good advertising has 
produced. But lazy advertising has 
produced, too.” 

He declared that there has been 
little incentive for fine advertis- 
ing and fine selling. ‘““We don’t sell 
our products by their merits any 
more,” he observed. “But the time 
is coming when the beggars who 
could not chvose are becoming 
choosers again. Then we will really 
find out how govud we are.” 

In his own agency, the execu- 
tives pride themselves on the few 
changes in personnel, yet they have 
found men on the staff who cannot 
remember when there weren’t ten 
customers for every product. 

“I have no interest in case his- 
tories since 1937,” Mr. Jacobs 
said. “But I will be interested in 
case histories after 1950.” 


s “Advertising has to go to work 
again,” he declared, “and adver- 
tisers are not going to be happy 
about it. They will want to know 
why they have to dirty up their 
white space with selling copy. 

“The first thing we will have 
to do is to take our hats in our 
hands and humbly approach the 
customer and apologize. Right now 
I’d venture to guess that more peo- 
ple hate sales people than anyone 
else. The best thing we can do is 
to confess our sins and go back to 
advertising and selling again.” 

Mr. Jacobs told of recently read- 
ing the advertisement of an im- 
roved dictating machine. He 
‘alled the local salesman and found 
he was out—at a meeting, getting 
iis first information on the pro- 
duct, which he had not yet seen. 


“And this was not a new com- 
Mr. Jacobs asserted. “No 
ympany, old or new, can put out 
hivertising and selling dollars so 
oosely and stay long in business. 
“Now I’m not selling advertis- 
ng short. It has done a great job. 
jiand in hand with the American 
philosophy it has built America. 
As for giving the people an abun- 
lance of blessings of living we can 
lo more with a classified ad than 
he Russians can do with a 50-page 
ianifesto or a machine gun. If 
ou want to lead people from the 
urlesque to the ballet, you first 
lust lead them from the rickety 


Muthouse to a white tiled bath- 


oom.” 
Mr. Jacobs said we are a nation 


OPENER—This is the kick-off ad in the 
campaign of Puerto Rico Industrial De- 
velopment Co., San Juan, through Mc- 
Cann-Erickson, New York (AA, Dec. 20). 
It will appear in 25 liquor business papers 
to announce that four-color ads will ap- 
pear in national magazines next spring. 


of happy people, made happy by 
the force of advertising, and it is 
up to advertisers to see that they 
remain happy. Advertising, he said, 
is enriching the nation, not only 
from the standpoint of better liv- 
ing, but also through building the 
nation industrially, through cre- 
ating payrolls and jobs where none 
existed before. 

“So today,” he pointed out, “ad- 
vertising has a greater job to do 
than ever before as a social and 
economic force—and we of adver- 
tising have a responsibility greater 
than we had ever dreamed.” 


Denim’‘s the Fabric 
for ‘49, Koret Will. 
Tell Fashion World 


San Francisco—Koret of Cali- 
fornia will glamorize denim as the 
season’s choicest fabric, beginning 
in January, with the largest pro- 
motional drive in its 10-year his- 
tory. 

The company has scheduled a 
six months’ continuous advertis- 
ing and publicity campaign, a 
precedent in the fashion field, it 
believes, because this kind of pro- 
motion is novel for a seasonal in- 
dustry. Koret of California will 
use copy in top fashion magazines 
and will send retailers two com- 
plete promotional packages, one 
early in the year and the second 
in May or June, offering ad mats, 
point-of-sale displays, suggested 
window ideas, commercials for 
local radio and video, statement 
stuffers, etc. 

A complete sales presentation, 
prepared by Gertrude Smith, ad- 
vertising manager, has been sup- 
plied to Koret of California’s 40 
salesmen. The book, bound in de- 
nim fabric, depicts the styles, 
build-up and tie-ins with the cam- 
paign. 


Nielsen Extends Services 
to Sydney, Australia 


A. C. Nielsen Co. has extended 
its services to Australia, with the 
opening of an office in Sydney. 
Dr. Edward L. Lloyd, managing 
director of A. C. Nielsen Co. Ltd., 
Oxford, England, has been ap- 
pointed general supervisor of the 
entire Australian operation. He 
will continue to make his head- 
quarters in Oxford. Justin Power, 
director of A. C. Nielsen Co. Ltd., 
will be president of the new com- 
pany, with Harry D. Wilson, a 
vice-president of A. C. Nielsen Co. 
in Chicago, as second in command. 


Milprint Promotes Billeb 


C. K. Billeb, general works man- 
ager of Milprint, Inc., Milwaukee, 
has been promoted to vice-presi- 
dent in charge of operations. 


Bennett Associates Moves 


A. S. Bennett Associates, Inc., 
marketing researcher, has moved 


to 347 Madison Ave., New York. 


Last Minute News Flashes 


Joe Dawson Of Geyer, Newell Retires 


New YorK—Joe M. Dawson, chairrnan of the executive committee, 
Geyer, Newell & Ganger, will retire on Jan. 1 after 31 years in the ad- 
vertising business. Previously he was president of Tracy-Locke-Daw- 
son. After Jan. 1 he will move to Beverly Hills, Cal., to represent Gugler 
Lithographic Co. Mr. Dawson is chairman of offices and operating 
committee of the National Outdoor Advertising Bureau, former pres- 
ident and chairman of the Advertising Federation of America and for- 
mer chairman, agency practice committee, American Association of 


Advertising Agencies. 


Lelong Appoints Robert F. 


Branch, Inc. 


Cuicaco—Lucien Lelong, Inc., maker of perfumes and cosmetics, has 
appointed Robert F. Branch, Inc., New York and Chicago, to handle its 


advertising. Earle Ludgin & Co., 
account. 


Chicago, previously handled the 


K&E Gets G-E Air Conditioning Account 


BLooMFIELD, N. J.—General Electric Co. has appointed Kenyon & 
Eckhardt, New York, to handle advertising for the air conditioning 
department, effective Jan. 1. Newell-Emmett Co., New York, previously 


had the account. 


Set Makers Ask 
Two-Band System 
for TV Progress 


(Continued from Page 1) 

The “freeze” was ordered Sept. 
20 after a series of hearings pro- 
duced evidence that existing VHF 
channels were inadequate for na- 
tional television service. 

Efforts to reallocate the existing 
channels to provide temporary 
service for 400 markets ran re- 
peatedly into technical difficulties, 
with the result that the commission 
determined to halt further pro- 
cessing of applications until a de- 
cision on the ultimate television 
pattern can be made. 


ws At the Monday meeting, manu- 
facturers acted through the Radio 
Manufacturers Association, with 
RMA President Max F. Balcom 
serving as chairman. Their plan 
was described to Commissioners 
Paul A. Walker and Edwin M. 
Webster, Chairman Wayne Coy be- 
ing ill. A second session, with 
Chairman Coy present, probably 
will be held early next month af- 
ter an RMA committee directed 
by Dr. Allen B. DuMont works the 
two-band plan into formal shape. 

In urging “unfreezing” of the 
lower band “as quickly as pos- 
sible,” the manufacturers estimated 
that upper band service for smaller 
communities would be along in two 
to three years. Industry members 
said color television “is far distant” 
and will require “even higher UHF 
frequencies then the present tele- 
vision or the supplementary UHF 
frequencies.” 


Old Gold Drops Ball Games 
for New Music Show on WJZ 


P. Lorillard Co., New York, has 
announced that it will cancel its 
AM and TV coverage of the Brook- 
lyn Dodgers baseball games in 
favor of a daily 15-minute program 
over WJZ, New York. Bert Parks 
and singer Kay Armen, both of 
“Stop the Music,” will be the prin- 
cipals in the show, which also will 
provide a weekly professional en- 
gagement for Old Gold’s “Original 
Amateur Hour” (ABC) winners. 

Lennen & Mitchell said the new 
daytime program is designed to 
attract a larger audience of fem- 
inine listeners. 


Can Institute Elecis 
Dan Heekin President 


Dan M. Heekin, president of 
Heekin Can Co., Cincinnati, has 
been elected president of the Can 
Manufacturers Institute for 1949. 
Mr. Heekin was president of the 
institute when it was first estab- 
lished in 1938. 

The following officers were re- 
elected: H. Ferris White, executive 
vice-president, and Clifford E. 
Sifton, secretary and treasurer. 
Harold H. Jaeger continues as ad- 


vertising director. 


Names Judges in ‘48 
Radio Contest for 


Retailers’ Group 


New YorK—The National Retail 
Dry Goods Association has ap- 
pointed a jury to select the best 
retail radio programs for 1948 in 
its retail radio contest. 

The annual contest is being held 
in cooperation with the National 
Association of Broadcasters. Win- 
ning programs will be announced 
at NRDGA’s 38th annual conven- 
tion at the Hotel Pennsylvania 
here Jan. 10-14. Maurice Mitchell, 
director of broadcast advertising 
of the NAB, will make the awards. 

Judges are: Ruth W. Ayers, 
managing director of the National 
Consumer-Retailer Council; Tho- 
mas D. Connolly, manager of Pro- 
gram Sales, CBS; Carl Haverlin, 
president, Broadcast Music, Inc.; 
Oscar Katz, director of research, 
CBS; Linnea Nelson, chief time 
buyer, J. Walter Thompson Co.; 
Bruce Robertson, senior associate 
editor, Broadcasting, and Arthur 
A. Stelzer, president, James Mc- 
Creery & Co. 


Bergen Indicates CBS Deal 
Near; Ends NBC Stint 


Edgar Bergen, who a few weeks 
ago announced his “retirement” 
from radio as of Jan. 2, last week 
told United Press in Hollywood 
that he is discussing a show with 
the Columbia Broadcasting System 
with only a few details yet to be 
worked out. 

Mr. Bergen and his trusty helper, 
Charlie McCarthy, are expected to 
rest for a while at least. They fin- 
ished their run for Standard 
— on NBC last night (Dec. 

6). 


Issues ‘49 Merchandiser 


National Association of Retail 
Clothiers and Furnishers, New 
York, is distributing the 1949 Mer- 
chandising Calendar for men’s and 
boys’ apparel, prepared by Alfred 
J. Silberstein, Bert Goldsmith, Inc., 
New York advertising agency. The 
booklet is a coordinated summary 
of merchandising ideas for the full 
year. It will be sold to manufac- 
turers, advertising agencies, and 
newspaper executives interested in 
servicing retail needs. 


AFA Adds Six Members 


The following have joined the 
Advertising Federation of America, 
New York: Radio Corp. of Amer- 
ica, RCA Victor division, Camden, 
N. J.; United States Printing & 
Lithograph Co., Cincinnati; Prog- 
ressive Index, Petersburg, Va.; Al- 
fred Colle Co., Minneapolis; Bee- 
son-Faller-Reichert, Toledo, and 
Detroit Electrotype Co., Detroit. 


Leitz to Kelly, Nason 


E. Leitz, Inc., New York, im- 
porter and sole distributor of Leica 
cameras and accessories, Leitz bin- 
oculars and microscopes, has ap- 
pointed Kelly, Nason, New York, 
to handle its advertising. The ac- 
count was previously handled by 
Murray Breese Associates, New 


York. 


Tax Unit Nixes 
Calvert ‘Clear 


Head’ Ad Theme 


(Continued from Page 1) 
unit, insisting that the advertising 
regulations of the Distilled Spirits 
Institute suffice. Brewers flatly 
turned down proposals by the al- 
cohol tax unit. 

The tax unit has authority over 
liquor ads, much in the manner 
that the Federal Trade Commission 
controls other “false and mislead- 
ing” advertising. While the ads 
need not be approved prior to pub- 
lication, the tax unit—unlike most 
government agencies—grants pre- 
publication clearance, and it is 
widely established industry habit 
to submit “doubtful” copy for re- 
view. 

In actual practice, however, most 
liquor advertising passes without 
review because agency personnel 
are familiar with tax unit stan- 
dards. 


= The Calvert campaign, handled 
by Lennen & Mitchell, has been a 
subject of discussion at the alcohol 
tax unit since the regulations were 
first issued in 1936. 

Originated shortly after repeal 
as “clear heads choose Calvert’s,” 
it was modified at government in- 
sistence to “clear heads call for 
Calvert’s” and then “clear heads 
use Calvert’s.” 

A tax unit spokesman said the 
repeated compromises were ac- 
cepted in the hope of protecting 
Calvert’s “investment” in the 
theme, but that the feeling contin- 
ued in the alcohol tax unit that 
“clear heads use Calvert” still re- 
flected a “therapeutic” claim. 

Lord Calvert’s “man of distinc- 
tion,” handled through Geyer, 
Newell & Ganger, also came up 
for criticism at the congressional 
hearings, but the tax unit spokes- 
man said there is no indication that . 
this theme violates existing law. 

Schenley Reserve’s “sunny morn- 
ing flavor” ads were handled by 
Biow Co. : 


Lane to Promote 
Eringold Tobacco 


New York—Lane Ltd. next year 
will run weekly insertions in the 
New York Times Magazine for its 
Eringold cut plug pipe tobacco, 
with copy also mentioning Lane’s 
Royal Canadian and Ten Twenty 
pipe tobaccos. Other publications 
will be added later in 1949. 

Copy will stress Eringold’s as 
being fine when smoked straight, 
as a blender and as a refresher. 
Samples are offered. Eringold is 
priced at 40¢ for a two-ounce tin. 

Kiesewetter, Wetterau & Baker 
handles the account. : 


Ir. Adclub Elects Dwyer 


James P. Dwyer, of Gray & 
Rogers, has been elected president 
of the Junior Advertising Club of 
Philadelphia. Other officers are: 
Edward A. Seifken, Gray & Rogers, 
vice-president; William Biddle, 
Biddle Printing Co., secretary, and 
Charles D. Shipper, Champion De- 
cal Co., treasurer. Don A. Brennan, 
Curtis Publishing Co., has been 
named publicity director. 


Bothwell Adds 2; Drops 1 


W. Earl Bothwell, Inc., Pitts- 
burgh, has been named to handle 
the advertising and public relations 
of Pittsburgh Outdoor Advertising 
Co. and the Hudson Dealers’ As- 
sociation of metropolitan Pitts- 
burgh and surrounding areas. The 
agency has resigned the account of 
Rust Engineering Co., Pittsburgh. 


Beaumont & Hohman Moves 


: yen & ne Seattle, 
as mov to larger quarters in 
the Central building. 
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Curb of Living Costs Without 
Controls is Big ‘49 Issue 

WASHINGTON—In 1948, peak 
prosperity has kept the U. S. better 
housed, better clothed, better fed. 
With more than 60,000,000 persons 
working, total output of goods and 
services reached $253,000,000,000; 
corporate profits were up 30% to 
$21,700,000,000; national income 
hit $227,300,000,000. As 1949 ar- 
rives, the prospects remain bright. 
Heavy industries, which inspire 
much of the prosperity, anticipate 
continued capacity operation. Price 
breaks in consumer goods and food 
raise hope that living costs can be 
curbed without the violence of 
fourth round wage hikes or price 
controls. 

Businesswise, the big question 
in 1949—other than “the cold war” 
—will be the extent of the price 
breaks in consumer goods and food. 
Too big a break is as bad, or worse, 
than too little. 

The rush of pre-Christmas price 
cutting by retailers involves dan- 
gers. Special sales can have a de- 
pressing effect, encouraging buy- 
ers to hold off for “better buys” 
later. Moreover, new businesses 
and small businesses may not be 


By STANLEY E. COHEN, Washington Edit 


prepared to operate under new, 
narrower margins. 

Food prices have moved con- 
sistently downward since August, 
but in October were still averaging 
49% over 1945. Agriculture De- 
partment has posted warnings that 
the farmer’s share of the food dol- 
lar is falling even more rapidly 
than retail prices. Agriculture De- 
partment’s family “market basket” 
—food costs for a family of three 
—fell $12 at retail in October, but 
the farmer’s share fell $15, the dif- 
ference being retained as “mar- 
keting charges.” 


Fresh facts useful in computing 
local sales potentials will become 
available next month, whén Nelson 
Miller’s marketing division at the 
Office of Domestic Commerce re- 
leases newer, more complete data 
on the number of businesses, pay- 
rolls and employment for every 
U. S. county. Encouraged by re- 
ports from marketing men who 
found this type of material useful 
last year, the marketing division 
dipped into more recent material 
in the social security files and came 
up with compilations covering 168 
industries, instead of the mere 80 
reported last year. In printed form, 
the reports will be available from 
the Government Printing Office 
at 10¢ to 30¢ a state, or the com- 
plete set for approximately $7.30. 
Watch AA Jan. 10 for more infor- 
mation. 


Commerce Department ends 1948 
with some other important publi- 
cations. For 10¢, at the Commerce 
Department or any of its field of- 
fices, you can get an 18-page book- 
let listing 411 firms which offer 
mailing lists for sale. It’s the first 
revision in the “Directory of Mail- 
ing List Houses” since March, 1941. 


read and pitherted 
by the men it’s 


The EXECUTIVE ENGINEERS 
in AIR CONDITIONING 
and REFRIGERATION 


industry. 


field. 


5 peer are the men who specify, select 
and buy the parts and material used by 
the original equipment manufacturers in this 


Refrigerating Engineering reaches more of 
these men than any other publication in this 


This magazine should be your direct con- 
tact with these large volume buyers. 


REFRIGERATING ENGINEERING @ 


Published by the American Society of Refrigerating Engineers 


Established 1922 
12th Floor, 40 West 40th St. 


Member of the Audit Bureau of Circulations 
NEW YORK 18, N.Y. 


Commerce Department’s Census 
Bureau is also offering, via the 
Government Printing Office, the 
biggest $2.75 worth in statistics— 
“Statistical Abstract of the United 
States for 1948.” Totaling 1,054 
pages, it offers just about every- 
thing the government has on thou- 
sands of subjects; answers such 
questions as “How many of the na- 
tion’s farms have mortgages?” 
“What was the total amount of de- 
partment store sales in Cleveland, 
O., during the past five years?”; 
“How much unemployment insur- 
ance was paid by each state?” 


The Supreme Court has a chance 
to step back into the “basing point” 
controversy. Last week, members 
of the rigid steel conduit industry 
asked clarification of cement case 
language used against them by the 
seventh circuit court. Rigid steel 
conduit people are seeking answers 
to the questions which have been 
raised repeatedly before the Cape- 
hart committee: whether indepen- 
dent use by a seller of a basing 
point system is unfair competition; 
whether delivered prices which re- 
flect phantom freight or freight ab- 
sorption are unfair methods of 
competition; whether prices in- 
volving systematically differing 
mill nets are unfair methods of 
competition. 


The postal deficit jumped an- 
other $750,000 last week when the 
Civil Aeronautics Board granted 
a retroactive mail pay boost to 
Northwest Airlines. At more than 
$550,000,000, the postal budget has 
now moved into the upper strata 
of issues getting personal attention 
from the President. The Post Of- 
fice Department has quietly begun 
to plant publicity material about 
the deficit with “friendly” corres- 
pondents, and there is some feeling 
that the President will send the 
new Congress a special message 
exclusively on the need for higher 
rates. 


National Association of Real Es- 
tate Boards is vigorously promot- 
ing tenant-owned cooperative 
housing as a counter-proposal to 
the public housing bill which the 
administration will have for the 
new Congress. Patterned after a 
system developed in Sweden, the 
NAREB plan suggests 250,000 co- 
op units a year, publicly financed, 
with the occupants holding long- 
term leases which are ultimately 
converted into home ownership. 


Rep. John W. Gwynn (R., Ia.), 
defeated in the primaries, has an- 
nounced himself available for Bob 
Freer’s seat on the Federal Trade 
Commission...Census Bureau 
finds the number of working wives 
up from 5,000,000 to 8,300,000 since 
1940. In April, 1948, working wives 
outnumbered single women. In 
1940 there were 6,700,000 single 
women working compared with 5,- 
000,000 working wives. 


Fairchild Issues Tax Guide 


Fairchild Publications, Inc., New 
York, has released its fifth annual 
Income Tax Guide for Retailers, 
dealing with retailers’ tax prob- 
lems, and providing the facts nec- 
essary to comply with the new tax 
law. One of the main features of 
the 1949 edition is a complete 
summary of the highlights of the 
Revenue Act of 1948 and a dis- 
cussion of how provisions of the 
new law affect the conduct of 
business. The guide is priced at 
$3 a copy. 


Righter Joins Film Firm 
Brewster Righter, formerly with 
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DAVID A. McKINLAY 

Tucson, Ariz.—David Arthur 
McKinlay, 79, retired New York 
publisher and a founder of Ameri- 
can Magazine, died Dec. 20 at the 
Pioneer Hotel here. 

Mr. McKinlay was head of Mc- 
Kinlay, Stone & McKenzie, New 
York publisher. Before he became 
president of his own publishing 
firm he was treasurer of McClure’s 
Magazine, headed by S. S. McClure 
and John S. Phillips. When Mr. 
Phillips left McClure’s and started 
the American Magazine, Mr. Mc- 
Kinlay became its circulation man- 
ager and treasurer. When the 
American was sold to the Crowell 
Publishing Co., Mr. McKinlay 
started his own firm, now dis- 
solved. 


ROLAND L. HOWELL 
Da.LLaAs—Roland L. Howell, 57, 
business manager of Southwest 
Hardware & Implement Journal, 
died Dec. 17 after a lengthy illness. 
He was formerly associated with 
the R. C. Dye Advertising Agency 
here. 


J. R. ACKERMAN 

Detroir—J. R. (Jack) Acker- 
man, 58, merchandising manager 
of Kaiser-Frazer Corp., was fatally 
injured Dec. 18 when his auto 
crashed into the rear of an auto 
transport truck near Birmingham, 
a Detroit suburb. 

Mr. Ackerman, who started in 
the industry in 1912 with the old 
Locomobile Co., was appointed to 
the K-F post last June. He joined 
the company in 1946 as eastern 
division sales manager, and pre- 
viously was associated with Stude- 
baker, Hupp and the Dodge di- 
vision of Chrysler Corp., where he 
was merchandising and advertising 
director. 


JAMES JOHNSON 


GAINESVILLE, Fta—James E. 
Johnson, 64, advertising manager 
of the Gainesville Sun, died Dec. 13 
of a heart attack. 


P&G Shifts Telecast 


Procter & Gamble’s “I’d Like to 
See” has been moved to a new 
time spot, Tuesdays 9 p.m., EST. 
The 30-minute telecast, through 
Compton Advertising, New York, 
features film shots of past mem- 
orable events and is carried on 
NBC’s East Coast network. 


Video Growing Pain: 
and Capital Gains 
But NBC Remains 


New Yorxk—Capital gains deals 
notwithstanding, the Nation!) 
Broadcasting Co., full of the 
holiday spirit, has dispatched this 
poetical greeting, by James Miller, 
the network’s column editor, to 
business publications: 


Here’s a toast of Christmas glee 

To you, dear ed, from NBC, 

From Niles Trammell, Charles R. Denny 
A gladsome Yule despite Jack Benny. 
R. J. Reynolds, Coca-Cola, 
Bristol-Myers, Motorola, 

Duffy's Tavern, Milton Berle, 

Cities Service, Standard Er, 

Both the Roberts (Trout and Hope), 
Campbell’s soup and Colgate’s soap 
Wish you all, come wind or rain, 

A New Year full of capital gain. 


So raise up your glasses and join in a tozwst 

From the network that most people listen 
to most 

To the radio business: to all of the stations, 

To Hooper and Gallup and public relations, 

To agencies, writers, producers and clients, 

To Hooper midgets and Hooper giants, 

To singing commercials and giveaway 
shows, 

To the Velvet Fog, to the Voice and th 
Nose, 

To BMI, ASCAP, BMB, 

To CBS, MBS, ABC, 

To local repeats taken off the line, 

To mystery shows (after half-past nine), 

To newsmen, reporters, political seers, 

Musicians, comedians, engineers. 

To Chairman Wayne Coy and his radi 
sentries, 

To public service and documentaries, 

To shows of the Genus Mr. and Mrs. 

We blow our warmest Christmas kisses. 


And lastly one good hearty quaff 

To radio’s new and better half, 

To video, tremendous child 

Of all the arts—and least defiled. 

Let’s stand and pledge with solemn heart, 
To help promote this new-found art, 

To speed that day of milk and honey 
When video starts making money. 


ABC Signs Beauty Factors 

Beauty Factors, Inc., Los An- 
geles, maker of Insta-curl, is spon- 
soring a five-minute Hollywood 
interview program over the ABC 
network at 8:25 p.m., PDT. The 
program has been signed on a 26- 
week contract through Leo Bur- 
nett Co. and will be heard over 4) 
ABC stations in selected major 
markets. 


im op Bel Wee tee 


Picard Names Thornblad 

Sven Thornblad, formerly ac- 
vertising manager of Air Assoc- 
iates, Inc., and more recently cop) 
chief for an industrial advertising 
agency, has been named accoun! 
executive of Picard Advertisins 
Co., New York. 


See Pages 64-73 


the Continental Can Co., New 


president in charge of sales of 
Films for Industry, New York. He 
will handle television accounts and 
selling of 16 mm. industrial motion 


pictures. 


York, has been appointed vice-| 
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FA FOR TIME BUYERS ABOUT ~ 
A GREAT MARKET AREA — 


“BUSINESS WEEK” 
Issue December 11th 


See An 

Edward Petry Man 
About WW VA- 
the Station That Covers 
This Upper Ohio Valley 
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AGENCY-CLIENT GATHERING—Executives 
Corp., floor coverings, and its agency, Geyer, Newell & Ganger, 
are shown at a regional distributors’ meeting held at the Hotel 
Pennsylvania, New York. Left to right are: Wilbur Newman, vice- 
president in charge of sales, Sloane-Blabon; H. W. Newell, B. B. 


*. es 


LIONS AND LAMBS—Agency executives, as the “lions,” were guests of the “lambs” 
of the New York chapter, American Association of Newspaper Representatives, at a 
holiday gambol. Top row: A special guest was Mrs. Oveta Culp Hobby of the Houston 
Post, president-of Southern Newspaper Publishers Association. She appears with 
(left fo right) Tom Walker, Sawyer-Ferguson-Walker, president of the national AANR; 
Harold S. Barnes, director, Bureau of Advertising, ANPA; Stephen P. Mahoney, 
Burke, Kuipers & Mahoney, chapter president; Alfred B. Stanford, New York Herald 
Tribune, and Tom Robinson, publisher of the Charlotte News. Center: Some of the 
lions and lambs at the head table were Fred Daley, O’‘Mara & Ormsbee, secretary 
of the New York chapter; David Wasko, Donahue & Coe; Benton Moyer, Ruthrauff 
& Ryan; Vincent Kelley, Jann & Kelley; William Schenck, G. M. Basford Co. Bottom 
row: Four lambs gave with song, (left to right): Paul Wohlke, Moloney, Regan & 
Schmitt; John Goetz, Reynolds & Fitzgerald; Lowell Brown, Texas Daily Press League, 
and Herbert R. Meeker, Osborn, Scolaro & Meeker. 


GARDEN 
Quelity 


TEA GARDEN’S FIRST—Thomas N. St. Hill, president of Tea Garden Products, San 

Francisco; Burton Vaughan, account supervisor for Batten, Barton, Durstine & 

Osborn, and W. L. Stuttaford, Tea Garden’s vice-president and sales manager, 

pose beside one of the company’s new 24-sheet posters. The campaign marks its 
first use of outdoor advertising (AA, Dec. 13). 


a teers 


IN SEATTLE—A lighted globe carries a 

revolving sign at the entrance to the 

Seattle Post-Intelligencer’s new $4,000,000 
home (AA, Dec. 20). 


TWENTY-FIVE STRAIGHT—Here Philip W. 
Lennen (right), chairman of Lennen & 
Mitchell, presents a Christmas bonus to 
Gladys Allen, receptionist, who joined the 
agency in 1924, Barron Proctor, treasurer, 
looks happy, too. It was L&M’s 25th con- 
secutive Yule bonus, which in 1924 was 
given to six employes, this year to 150. 


ONE WAY—Basket-O’-Beer, its name sug- 

gested by Frank H. Bercker, Milwaukee 

advertising counsel, is a one-piece, die 

cut carton being distributed by A. Get- 

telman Brewing Co., Milwaukee, to pro- 

mote one-way bottles for the home mar- 
ket. 


of Sloane-Blabon 


Corp. 


Geyer and William Mason, executive vice-president, president ond 
account executive, respectively, of Geyer, Newell & Ganger; 
William F. C. Ewing, board chairman, Houlder Hudgins, pres- 
ident, and Walter F. Schueler, vice-president of Sloane-Blabon 


V.P.s GIVE BLOOD—Contrary to what Fred Allen says, radio vice-presidents do 
have blood. Victor M. Ratner (top) and Howard S. Meighan, CBS vice-presidents, 
are shown donating their blood to the CBS blood bank established by the network 
in cooperation with the Red Cross for use by company personnel and their immediate 
families. . 


BACK FROM PARIS—When Mrs. Eleanor Roosevelt, center, returned from the Paris 

meetings of the United Nations she was greeted by her daughter Anna, left, and 

Mark Woods, president of American Broadcasting Co. Mrs. Roosevelt and her 

daughter are heard on ABC every Monday, Wednesday and Friday morning on a 
new discussion program, “Eleanor and Anna Roosevelt.” 


SELLING TRAVEL—Here are officers of Representatives of the European Travel Com- 

mission in the U. S. Left to right: Henry Ingrand, president of the European Travel 

Commission and French general commissioner for tourism, on a visit to the U. S.; 

Philippe de Croisset, representing the French National Tourist Office, secretary; 

Birger Nordholm, Swedish National Tourist Office, chairman, and Henry Pillichody, 

Swiss National Tourist Office, treasurer. Louis Law, British Travel Association, vice- 
chairman of the group, was not present for the picture. 
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CBS WELCOMES BENNY—Mr. and Mrs. Jack Benny pay a visit to their new home— 

CBS headquarters in Hollywood—preparatory to their switch to Columbia on Jan. 2. 

Rig't to left: Hilliard Marks, producer of the Benny program; Lucky Strike’s favorite 

comedian; A. E. Joscelyn, director of KNX and Pacific Coast operations; Les Bowman, 

manager of technical operations, western division; George McCaughna, manager of 
building operations, and Mery Livingstone. 
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IS A 


OF IMPORTANT 
INFORMATION ' 


“BRdvertising Age 


STIMULATING SOURCE 


De vests 


4 Says 


WM. G. WERNER 


Manager, Division of Public Relations 


gf THE PROCTER & GAMBLE COMPANY 
= | 


“There is no problem of separating wheat from chaff in 
Advertising Age. In every issue, I find that the editors 
have sifted the news in advertising and public relations 
in such a way that what appears is vital news, presented 


in a quick-reading style. Advertising Age is to me a 


stimulating source of important information on what’s 


happening in these fields.” 


- \FCC 
Sees 


WM. G. WERNER 


After holding a wide variety of sales and advertising 
positions with the company, Mr. Werner was appointed 
manager of the Advertising Division in 1939, and later — 
in 1942 — manager of the Division of Public Relations 
and Director of Consumer Information of 

The Procter & Gamble Company. 


Mr. Werner has also found time to serve many important 
business groups. He is chairman of the Publicity and 
Public Relations Committee of the Association of Soap and 
Glycerine Producers, and serves as Vice President of the 
American Fat Salvage Committee and on its Advertising 
Committee. He is President of the United States 

Trade Mark Association; member of the Public Relations 
Advisory Committee of the Grocery Manufacturers of 
America; member of the National Cotton Council Advisory 
Committee; serves on the Board of Brand Names 
Foundation, and on the Board of Directors of the 

Public Relations Society of America. 
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